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The month of blushing brides and silverware sales 
—June! And in the very first week of this gift- 
buying month comes this compelling advertisement 
—a 2-page spread in colors in THE SATURDAY 
EVENING POST—to sell silverware for you. The 


INTERNATIONAL SILVER 


...and for YOU! 


THE SATURDAY EVENING POST 







‘lo the 

PARENTS 
of aslip of a girl 
who's getting lin = 


¥ 


HE will be “Mrs.” tomorrow . . . but today, for 

all her brave air of sophistication, she’s still 

HIS 2-page spread your little girl. 
appears in colors in 

the June 6th issue of THE 


SATURDAY EVE- 


Because she is your daughter, you know she will be 
at home in that new world of his. And, because you 
know that so much of their happiness... so much of 


their success... will depend upon her grace and charm 


NING POST. Remember! 
This campaign is in addi- 
tion to the campaigns of 
the individual Interna- 
tional brands—with a total 
of 19 leading magazines— 
158,460,445 pages of ad- 


vertising during 1931. 





as a hostess, you welcome the privilege of giving them 
the treasured traditional gift—silverware. The gift 
that will give her confidence—adequate, modern silver- 
ware. International silverware, of course. For it is 
today’s silverware. 

At that first important dinner, can’t you hear her 
saying with lovable pride, “from Mother and Dad!” 
Can’t you see her glowing under his approving glances 
across their perfectly appointed table? Your little girl, 
now the assured and gracious hostess. 

When you go with her on that most important shop- 


ping trip, your first question will be, “How much silver 





will she need?” The answer is simple if you choose 
) : 


International silver. For instance. with 1817 Rogers 
Bros. Silverplate.one of the distinguished International 
family of silverware brands, you have the “Chart Case” 
to guide you. It will quickly tell you which pieces, 
how many of each, which is essential, which she ean fill 


in later, how much you should spend. For through the 
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J.R. WOOD 
National Advertising 


goes onward with a Spring Campaign 


reaching Millions 


ioc on the threshold of the jeweler’s 
biggest ring-selling season, the exquisite de- 
signs, the assured quality of Rings by Wood 
will be driven home to millions in The Satur- 
day Evening Post and, other leading national 


magazines. 

























for May, 1931 








New Impulses in 


Among those who should take 
the first step to bring about better business conditions at once are the 
retailers in all lines who, today, are carrying millions of dollars Jess 
stock than they did a year ago or two years ago. As a result of “hand 
to mouth” buying, we have reached a condition today where many retail 
distributors have not the stock that even the curtailed buying power of 
their customers should call for. This is one of the reasons that the ele- 
ment of the public which can buy is not interested in buying. They are 
not being induced to do so by proper advertising or sales promotion, and 
they do not see the merchandise that they want. 

As Arthur Brisbane recently said, “There are two things which make 
success: first having what the people want and, second, letting them 
know through advertising that you have it.” The retailers, as a class, 
today are not doing either of these essential things. They are not 
finding out what the customer wants; are not stocking it when they 
do find out; therefore, they are not advertising to let the public know 
that they have it. The retail jeweler is no exception. 

This is not a plea to the retailer to overbuy or to permit salesmen 
to load him up with merchandise that it may take months to dispose of. 
It is simply a plea to the retailers to find out what their customers 
want or what they can be induced to buy, and then putting this in stock 
and displaying it prominently. 


-_ are individual jewelers 
in every section of the land who have followed this course with success. 
They have found that a certain element of customers still have buying 
power and can be induced to buy merchandise that attracts either from 
the standpoint of price or of novelty. They have stocked it and they 
have sold it. 

There has not been a time in years when the intelligent buyer among 
retailers had a better opportunity to cash in on his ability to buy proper 
merchandise. There has never been a time in years when the manu- 
facturer has had more need to study the demands of his customers and 
customers’ customers than now. 

With the upturn in business manifest on every hand, fear of 
the future is being lessened day by day. Those who are hold- 
ing back purchasing as a result of this fear can be induced 
to buy when they see what they want or when it is attractively 
brought to their notice through advertising or sales promotion. 

As buying on the part of the public comes to a more normal 
level, the retailer who has the merchandise that is wanted will 
be the man who does the business. The man with the depleted 
stock will be as badly off as he has been before. 

As J. V. Toner, in speaking for the manufacturers before 
the recent Massachusetts and Rhode Island Retail Jewelers’ 
convention at Boston well said in the conclusion of his address: 

“The regaining of confidence on the part of the retail mer- 
chants of this country to the extent of inducing them to bring 
their inventories back to normal would end this depression in 
10 days time. In other words, paraphrased from another field: 


3» 3? 


“ “Have something to sell and know how to sell it’. 
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SIGN POSTS 
ON THE ROAD 


Dr. Julius Klein, the Assistant Secretary of 
Commerce, Department of Commerce, Wash- 
ington, D. C., is one of the nation’s astute 
students of business conditions. In this article 
he recognizes definite factors which point to 
an encouraging business revival. 
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By 
DR. JULIUS KLEIN 
Assistant Secretary of Commerce 


+ BULLETIN + 


Since the following article was written Dr. 
Klein has issued this statement on buying: 

“The increase in retail turnover is strikingly ap- 
parent when comparison is made with the situation 
during the 1921 depression. In that year, the index 
of sales was 87 while the stock index stood slightly 
higher at 89. Last month, on the other hand, the 
index of stocks was 86—actually lower than a 
decade ago—while the sales index was 98, consider- 
ably higher than the stocks index. 

“This tendency toward speeding up turnover 
which has been manifest during recent years has 
been particularly pronounced during the last year. 
Any return to the conditions prevailing 10 years ago 
is unthinkable, but | personally believe that reduc- 
tion of retail stocks in some instances has been car- 
ried much too far in relation to present consumption 
demands, and, if the present and anticipated re- 
covery continues, it seems perfectly obvious that 
merchants will soon find it necessary to enter the 
market on a larger scale and replenish exhausted 
lines of goods.” 


[. the business situation 
today—quite apart from charts and indexes—there is one 
unmistakably encouraging factor, and that is the very 
marked improvement in the mental attitude of the aver- 
age business man. His “panicky” psychology is gone; 
he is no longer suffering from economic shell-shock. And 
this is precisely the stage in the turn of events when clear- 
headed sobriety is of paramount importance. We have 
had enough of arm-waving hysteria, whether in a delirium 
of joy or despair. To change the figure, business has, 
mentally speaking, stepped off the swooping roller coaster 
and is basing its plans on the solid realities. 

Such a wholesome, courageous spirit may mean more, 
right now, than any overt indications of commercial and 
financial improvement. Yet such specific indications are 
not lacking by any means. Here and there we find a 
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“The shrewdest students of the situation are virtu- 
ally unanimous in thinking that the bottom of the 
depression has been reached, or passed. Though we 
may ‘bump along’ for a while on a varying low level 
we should find ourselves, before many months, on a 
clearly perceptible rise,” says Dr. Klein. 


A jAa A «A 


vital element that shows a significant up-turn. The 
shrewdest students of the situation are virtually unani- 
mous in thinking that the bottom of the depression has 
been reached or passed, and that, though we may “bump 
along” for a while on a varying low level, we should find 
ourselves, before many months, on a clearly perceptible 
rise. 

The available statistical record for February shows 
that business in that month underwent normal seasonal 
improvement from the low levels of January. This is 
pretty good evidence that the long decline has at last 
been halted, and that an appreciable degree of recovery 
is in sight. 

The probability that the worst of the depression is 
behind us is not to be understood as foreshadowing a 
sharp and sustained advance from present levels back to 
normal. A brisk, spectacular ascending spurt might not 
be an unmixed good, even in the rather unlikely event 
that it should come. Violent reactions one way or the 
other are something to be shunned. We are in the con- 
valescent stage after a prolonged economic illness. The 
crisis is past, and we are definitely setting foot on the 
pathway back to health. But no sensible convalescent, 
after a siege of influenza or typhoid, would dream of at- 
tempting to rush out and compete in a half-mile run. 
We should be well satisfied, I think, if our improvement 
is gradual at first, lest we suffer another relapse. 

In all conservatism I may say that, unless important 
breaks should occur in the security or‘commodity markets, 
it seems likely that activity in the second quarter of the 
present year will slightly exceed that of the first quarter, 
and that business in the fall will be unmistakably on the 
upgrade. 

Some things, as I have said, are looking better now. 
We see better quotations for genuinely high-grade securi- 
ties, including bonds. 

The big corporations are really taking advantage of 


(Turn to page 107) 











JOINS 


These photographs give but a slight 
impression of the elaborateness of the 
Spring fashion exhibition which Shreve, 
Crump & Low Co., Boston, Mass., held 
in its store. 

For an entire week fashion interest of 
Boston was centered upon this jewelry 
house which coordinated the best style 
interests of the city in cooperating in 
the review. Talks by an editor from a 
leading style publication increased the 






















importance of the affair. 


Some of the crowd unable to 
gain entrance at one of the four 
style revues held in the store 












This full 
figure was 
shown in a 
store case. 






















Original drawings from a lead- 
ing style publication featuring 
jewelry, added importance to 


this window showin 
iis . Store display in fashion 


jewelry department 


Above: a boudoir set- 

ting with full figure, 

correctly jeweled, dis- 
played in store. 


An unusual window 
display for a jewelry 
store with three full 
figures, each em- 
phasizing the proper 
jewelry. 


The accepted colors in silks and newest styles 
in shoes and jewels to match made a striking 
window display 
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in 
SPRING REVUE 


Fashion has become so intimately related to 
jewelry that to ignore it lessens the sales oppor- 
tunities of the jeweler. Shreve, Crump & Low Co., 
Boston, Mass., emphasized style importance by con- 
ducting an elaborate Spring exhibition of fashions 
that created unusual interest among smartly dressed 
women. 

A similar plan, built to fit your customer require- 
ments can be adopted. Recognize the modern trend 
in merchandising by showing the correct jewelry 
for each fashion tendency. This article gives all 
the details. 


4d 
This week we join hands 


with a group of exclusive Uptown Shops in presenting a 
pre-view of the authentic mode for spring. In coopera- 
tion with us will be Vogue Magazine Madame Eames, 
Anna Lawless, Madame Et La Jeune Fille, Miss Wilson 
and Thayer McNeil. Throughout the week our win- 
dows and special displays in the store will feature gowns 
with appropriate jewelry footwear and handbags. On 
Thursday, March 26, and Friday, March 27, at eleven 
and half after three, there will be special showings with 
living models. At the afternoon periods, Miss Elizabeth 
Penrose of Vogue Magazine will give informal talks on 
the new mode. This is, indeed, a new departure for the 
jeweler. Yet we undertake it with enthusiasm for we 
realize how completely is this year’s mode dependent on 
jewelry.” 

This advertisement appeared in the newspapers under 
the name of Shreve, Crump & Low Co., Boston, Mass., 
established in 1800. 

The magnificence of this exhibition of spring fashions 
was so striking and unusual we asked Benjamin D. 
Shreve president of the company what motive inspired 
this wide departure from the conservative methods usually 
employed in the jewelry trade. 

“The jewelry business is too tied up with precedent,” 
said Mr. Shreve, “we’re handicapped with a constant— 
“We've never done this before, or that can’t be done in 
the jewelry trade—’. This spring exhibition grew from 
the pertinent fact that today the success of the costume 
depends not only upon a gown but also on the accompany- 
ing jewelry, hat, gloves, bag, footwear and hosiery as well. 

“The fine old families which we have served for many 
years have grown along with the modern tendencies, 
recognizing the importance of jewelry in its relation to 
the costume. 
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WESTERN 


YOU ARE 





INVITED TO 
BD8D154 342GA NEWYORK NY 10 116P 
BENJAMIN D SHREVE, SHREVE CRUMP AND LOW=SOYLSTON AT ATTEND OUR 
ARLINGTON STS= 


WE WILL BE DELIGHTED TO SEND MISS ELIZASETH PENROSE OF THE EXHIBITION OF 
VOGUE STAFF TO SPEAK ON THE RELATIONSHIP OF JEWELS TO THE 


SPRING FASHIONS 


SPRING FASHIONS jy YOUR STYLE EXHIBITION ON MARCH TWENTY 
SIXTH AND TWENTY SEVENTH 
EDNA WOOLMAN CHASE EDITOR IN CHIEF OF voGuE. 


WHICH OPENS TODAY 


it. week we join 


hands with a group of exclusive Uptown hope in presenting a pre-view of the authentic mode foe 





spring. Tu cooperation with us will be Vogue Magasine, Madame Games, Anna Lawless, 
Madame St La Feune Fille, Miss Wilson and Thayer McNeil. Throughout the week our 
windows and special displaye in the store will feature gowns with appropriate jewelre, footwear, 
hosiery and hand bags. On Thursday and Friday at eleven and half after three there will be 
special showings with living models. At the afternoon periods Mise Eliaabeth Penrose of Vogue 
(Magazine will give informal talks on the new mode. 

This ie indeed a new departure for a jeneler. Yet we undertake it with enthusiasm for we realice 
how completely is this rear's mode dependent upon jewelry. 

















ESTABLISHED 1800 


ARLINGTON ot BOYLSTON STREET, BOSTON 








This advertisement announced the startling style exhibi- 
tion presented by one of Boston’s oldest jewelry firms. 


“It seems only natural with this existing evidence that 
the jeweler should accept his rightful position in complet- 
ing the ensemble with appropriate jewelry. 

“When we discussed the plans for the exhibition we 
selected the very best contacts possible in gowns, shoes 
and hosiery to join us in the presentation. In addition 
we secured the co-operation of a leading style publication 
who arranged to have one of its stylists give informal 
talks on style, and the significance of jewelry in the 
ensemble. 

“Our windows co-ordinated the complete style picture. 
In two or three displays we. used full figures, gowned 
with the newest spring modes. In every display, how- 
ever, the exhibition was dominated by jewelry. Not ex- 
aggerated, but displayed in its proper relation. 

“The new spring silks were shown with the popular 
accepted colors, as were shoes, hosiery and hand bags. 
We realized that this undertaking was an innovation. In 

(Turn to page 101) 





Don Patty, the jeweler, 
greeted with his best smile the customer who had just 
entered. 

“This watch you fixed a couple of months ago has 
stopped again.” She plopped the delicate timepiece on the 
show case. “It’s just too bad when you can’t make a 
high-priced watch run two months!” 

“Possibly you...” 

“Possibly nothing! When I pay out three dollars I 
expect something for my money. Your sign says, ‘All Re- 
pairing Guaranteed.’ I paid you to make my watch keep 
perfect time. That’s all I expect! And don’t forget it’s 
been paid for.” 

“Well, now, let’s look... ” 

But the fair customer, already at the door, shut him off 
with, “And have it ready tomorrow noon, please.” 

Disgusted, Patty turned to the Old Veteran, who had 
been a smiling witness to the whole transaction. 

“Remember, the customer is always right,” the Old 
Veteran teased. 

“Right!” Patty blurted out. 
nowadays!” 

“But why blame the customer for accepting at face 
value the conditions you yourself create?” 

Without waiting for an answer the Old Veteran 
launched into a tirade against what he considered one of 
the most serious absurdities in the jewelry industry, the 
abuse of the repair department. 

“No other line of repair work requires so much train- 
ing, precision, skill and study as does watchmaking,” the 
Old Veteran declared. “Yet in no other line are the ef- 
forts of the skilled mechanic directed in such a haphazard 
fashion. 

“Call a plumber and your bill reads so much for time, 
so much for material. Put your car in the shop and your 
ticket calls for labor at so much per hour plus parts. Your 
radio man makes a service charge on every call. 

“And if your sink, or your car, or your radio needs 
attention the following week you call the mechanic again. 
You pay his second service bill for time plus materials 
just as you did the first. You do it without whimpering 
simply because through years of charging for service those 
trades have made you accustomed to paying for service. 

“Yet in the jewelry business service is something we 
boast of giving. A charge for service—well, that never 


“They're spoiled rotten 
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on't GIVE 


BY 
MURRAY 
a 
FRENCH 


enters our minds. Such mercenary tactics are beneath our 
dignity! 
“T’ll give you an example,” continued the Old Veteran. 
“The phone rings. Says a voice, “That $40 clock you 
sold me two years ago has stopped. Send a man out at 
once. 


dd 

W hat happens? Out goes your 
top-notch man. He finds a match under the left hind 
foot. Removes it. Clock goes okay. 

“He spends forty minutes away from the store. But 
does he hand her a bill for service, forty minutes at $1.50 
an hour? You’re amused at such a silly supposition. What 
he does is to spend another twenty minutes apologizing 
for the laws of nature which prevent clocks of that type 
from running when off level. 

“Until the jewelry trade begins making adequate 
service charges for such calls, the public will continue to 
think of the watchmaker as nothing more than a common 
tinkerer.” ; 

Patty shook his head. ‘“While I respect your opinion, 
Old Vet, I, for one, could never think of endangering my 
good will that way.” 

“T tell you, Don Patty,” the Old veteran declared vig- 
orously, ‘‘a service charge will add to your prestige, not 
lower it. If you yourself do not show respect for the time 
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Service—CHARGE for It 


“Until the jewelry trade begins making adequate service 
charges, the public will continue to think of the watch- 


maker as nothing more than a common tinkerer. A service 
If you 
yourself don’t show respect for the time of your skilled 
workman how can you expect the public to do so?”’ says 


charge will add to your prestige, now lower it. 


Old Veteran. 


and skill of your workmen, how can you expect the public 
to do so? 

“Furthermore, I think this principle of charging for 
time plus materials should be more widely adopted on the 
bench. Consider the slipshod way work is taken in now. 

“In a few cases, very few, the customer says, ‘Do what- 


ever is necessary; call me when it is readv.’ More often 


he asks for a definite price on the job, and he insists on 
the price before he leaves the job. 

“Sometimes the trouble is immediately apparent, some- 
times not. In either case the jeweler makes a half-minute 
estimate, which should more often be called a “‘guessti- 
mate.’ 


dd 
O; course, Don, there is 


nothing personal in this, but you know this ‘guesstimate’ 
usually depends on four factors: (1) What we think 
competitors would charge, (2) The ‘looks’ of the cus- 
tomer, (3) How busy the shop is that week, and (4) 
The actual worth of the job. 

“Naturally this ‘guesstimate’ is either too low, too 
high, or just right. If it is just right seventy per cent of 
the time, I’ll say we have an exceptional estimator. 

“If the estimate proves too high the conscientious 
jeweler reduces his charge. More commonly it is too 
low and the jeweler is faced with the choice of turning 
out a faulty job, which is harmful, or doing the addi- 
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Nearly all trades 
have established def- 
inite service charges 
which the public is 
willing to pay. This 
article emphasizes why 
jewelers should receive 
full payment for the 
service they render. 


tional work gratis, which is unprofitable and unfair all 
around.” 

“And what is your solution, Old Vet?” Patty asked. 

“T’m coming to that in time, but there’s something else 
on my mind first. It’s that dangerous habit of guaran- 
teeing things thoughtlessly and promiscuously. 

“After getting our estimate the customer naturally 
asks, “Then it will run all right, will it?? To which we 
assure him, ‘Absolutely! It will keep perfect time. We 
guarantee all our repair work!’ 

“Which means, in effect, we guarantee not only the 
work we do on the job, but also the parts of the watch 

(Turn to page 81) 














MOTHERS’ DAY 


May 10th, 1931 


With Gifts for Her 
on Mothers’ Day 
Those Years of Care 


You Can Repay 





52 THE JEWELERS’ CIRCULAR 
for May, 1931 





















One of 
Jeweled Sentiment 


Replies from a questionnaire 
sent to many leading jewelers throughout the United 
States indicates that little or no effort has been made in 
the trade to promote merchandise sold in jewelry stores 
as appropriate expressions of sentiment for “‘Mothers’ 
Day.” 

In some instances it was mentioned that window dis- 
plays or advertising had been used to attract business but 
the negative attitude reflected complete disregard for the 
occasion as an event offering selling possibilities which 
would increase volume and profit. 

It cannot be denied that during late years there has 
been a resistance built up because of over-commercializing 
the spirit of the day. This has been mostly caused by the 
over-emphasis on the gifts rather than an expression of 
sentiment. 

Encouragement was obtained from the fact that many 
jewelers were interested, and asked for some direction as 
how best they could promote with dignity the merchandise 
sold through their stores. 

The giving of gifts need not be exploited, as this has 
long ago been done by the retail trade in other lines. The 
principal problem with which the jeweler must concern 
himself is how to get his share of the dollar expended for 
“Mothers’ Day” gifts. 

If you have set up an advertising budget prepare some 

















To Brighten Mother's Day 


...one of these charming gifts 


An impértant occasion!. . . brighten it 
with a gift of enduririg loveliness — 
silver, for instance!. . .nothing will be 
more joyously received and you'll find 
here many other lovely gifts for 
Mother—a diamond, a jeweled wrist 
watch, pearls — just the gift Mother 
herself would choose. 


Pearls $6 
Perfumes evvees $1 to $10 and mre 


gouee HALL over 
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MAY 10th, 1931 


Practically every jeweler can stimulate busi- 
ness by featuring merchandise appealing to 
those giving gifts on “Mothers’ Day.” A num- 
ber of sales promotion ideas are revealed in 
this article and regardless of store size there 
is something for you which will show the direc- 
tion to increased volume and added profits. 
Start this year to attract “Mothers’ Day” 
business to your store. 


ads with ‘Mothers’ Day” appeal. ‘They should be dis- 
tinctively ads designed with a sentimental urge. Each 
jeweler knows best his store patronage, and the merchan- 
dise offered should be priced to fit the purses of his cus- 
tomers. 

Articles priced from $10 down will meet a popular ac- 
ceptance with a great majority of the gift giving group. 
In this price range practically every store can offer a wide 
variety of items with a selection superior to that of other 
lines competing for this business. 


iL. small space if you 
can’t afford a large spread, but use large space with one 
or two ads rather than many small ones. If you can go 
into large space, illustrate many items in a varying range 
of prices. If the 15 year old girl or boy has $2 to spend, 
nothing will please them more than to have the gift come 
from a jewelry store. Their mother’s jewelry store. 


Make it easy for them to buy in your store. 
Reaching the high school students should prove effective 
(Turn to page 103) 






AY £ 





Y, M LEVENTH 


_ Comune a 
Wed Richstow" 


An Electric Clock he 
Nets amond Brom | 
for Mother vod B ngs eum Brood \ 


t ies | 
Kiace siace neautivly | 
. klac » Ame 
This Telechron, cathedral style, is offer eS) ed yet . id # \ 
1 in 8 = 
ef « A 
. 





ed in a Bakelite case, walnut finish, as 
@ most pleasing Mother's Day gift. No 








65. 

winding, oiling, adjusting or regulating th . ~ 
Goes right along—always giving the $40. mag ; 5 
right time. y «ones OF bee 

: ehected tO" ot 

TELECHRON $9.95 vaces_ a0 sete ot 
es - wee same price: 
CHARGE ACCOUNTS WELCOMED 7 y COMED 






Esablished 1885 Niath and Olive 





> 








Here are four splendid examples of advertising featuring 1930 “Mothers’ Day.” The copy is skillfully handled 
appealing to the sentiments of those buying gifts for the occasion. 









































dd Little Gifts For 


By Madame 


The successful jeweler and the wide awake sales manager are 
always trying to stimulate trade and awaken the buying urge of 
the customer. 

There are of course certain seasons of the year when promo- 
tional ideas and specially thought out campaigns for building 
business bring the desired result, but the most effective way of 
stimulating trade is, first, to have the right merchandise, and 
second, to see that the customer knows it and is urged to buy it. 

The child of today is the customer of tomorrow, and that child 
will always remember the gifts received while youth was in the 


No. 1. Novelty bears used as bib holders and 
fine gold chain with coral inserts and carved 
bunny. 

No. 2. Boy’s sports tie clip in gold. 

No. 3. Gold key ring and identification clip. 

No. 4. Animal scarf pin of gold and crystal. 


No. 5. Bracelet showing bangle charms. 


No. 6. Gold and jade necklace for the twelve 
year old daughter. 


No. 7. Gold anklet. 


No. 8. Fine gold chain necklace with zodiac 
charm. 
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Dear Little People 


Hamilton Jeffries 


making. It should, therefore, be the ambition of the jeweler 
to build up a children’s trade through window displays and he 
should stock suitable merchandise for young peoples’ birthdays, 
graduations and holiday presents. 

There are always new ways to exploit new and interesting 
jewelry. The use of a colored velvet as a background for display 
or the photograph of a well known child wearing the new fancies 
very often starts the pendulum of sales. A letter to the young 
master or miss will be welcome and will interest and please 
parents. 


No. 9. A new and dressy necklace for daytime 
wear. 


No. 10. Impressive snow flake bracelet design. 


No. 11. Long crystals set with imitation rubies 
suitable for the debutante. 


No. 12. Crystal and jade earring designed for 
the matron. 


No. 13. This clever and unusual necklace is for 
the perfectly plain gown. 


No. 14. Snowflake center broach set with bag- 
uettes. 


No. 15 Hand carved jade earring for the younger 
woman. 
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Jewelry Sales in 31 Cities 
SURVEY of 31 of the princi- 


pal cities exclusive of New 
York, recently made by THE JEWEL- 
ERS’ CIRCULAR, indicates that the av- 
erage per capita sales of jewelry in 
these sections was about $8.40 while 
of the total amount of business about 
62 per cent was done by regular cash 
jewelry stores, about 2914 per cent 
was done by credit stores and about 
8.23 per cent done by department 
stores. The estimated amount of all 
the jewelry sold shown in the cities 
surveyed was about $123,500,000 of 
which about 87 per cent was done by 
subscribers to THE JEWELERS’ Cir- 
CULAR. 

This survey, which included the 
reports of high-grade and medium- 
grade jewelry stores, high-grade and 
medium-grade department stores and 
credit jewelry stores showed little or 
no uniformity in the statistics of the 
various sections. This is particularly 
true in regard to per capita sales 
which showed strong variations with- 
in single states and even within single 
territories. For instance, of three 
large cities in the same state, one 
showed a per capita sale of 2.80, an- 
other of 11.37 and another of 14.35. 
Per capita sales throughout the en- 
tire country are generally figured at 
approximately $4. 

The survey shows clearly that prac- 
tically all the jewelry of the country 
was sold in the cities and larger 
towns and little in villages. 


Diamonds Are Not 
“Artistic Antiques “6 
IAMONDS, whatever their age 


or condition, may not be claimed 
to be exempt from duty as “artis- 
tic antiques.” This question was 
finally settled last month when the 
United States Supreme Court refused 
the application of the importers of the 
Nassak diamond for a writ of cer- 
tiorari thereby refusing to review the 
recent decision of the United States 


Court of Customs and Patent Ap- 
peals as to this stone. The decision 
of the latter court, declaring the Nas- 
sak dutiable at 20 per cent irrespec- 
tive of its age or its unique features, 
therefore stands as a final interpreta- 
tion of the tariff clause as to “an- 
tiques.” 

It will be recalled that when the 
Nassak diamond (which has a history 
dating back to the 15th century) was 
brought here, the importers fought 
the payment of duty on the ground 
that it was an artistic antiquity and 
this contention was sustained by the 
Customs Court. However, the Amer- 
ican Jewelers Protective Association, 
through its counsel, fought the rul- 
ing and aided the government in the 
appeal to the United States Court of 
Customs and Patent Appeals, which 
reversed the decision of the lower 
court and sustained the government 
and the importers. It was after this 
court had refused a rehearing of the 
case that application was made to the 
Supreme Court to review the pro- 
ceedings but without success. 

The American Jewelers Protective 


7 _ 

The time to do your best 
advertising is in a depression. 
It is the time to accumulate 
physical wealth. It is the 
time to build moral charac- 
ter. All kinds of personal 
and business plans should 
be perfected and performed 
in a period of hard times. 
In September, 1929, when 
nearly everybody had his 
head in the clouds and was 
walking on air, it was the 
part of common sense to get 
down to earth. But now 
is no occasion for hang- 
ing heads and lagging 
feet. It is an hour for 
courage, confidence and 
conquest.—Roger W. Bab- 
son in Collier’s. 
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Association is to be congratulated 
upon the notable victory achieved in 
this case because, had the importers’ 
contention been established as to the 
Nassak diamond, it might have acted 
as a precedent to open the door to 
free entry of hundreds of thousands 
of dollars’ worth of diamonds of a 
distinctly commercial character. 


The Fair Trade Bill 


HOUGH the third session of 

the 71st Congress adjourned 
without having taken any final action 
on the Capper-Kelly Fair Trade Bill, 
proponents of the measure feel that a 
great step forward was taken by the 
fact that the bill did pass the House 
of Representatives after being before 
that body for many, many years. Even 
if the amendments adopted in the last 
moment of passage tended to take 
away from its scope and effectiveness, 
the principle of price maintenance 
was recognized by the House. 

It is believed now that it will be 
an easy matter to get the bill in its 
unamended form through the House 
at the next Congress at which time 
Senator Capper, who was the sponsor 
for the bill in the upper chamber, 
will make a determined effort to have 
it passed by the Senate without 
amendment. 





The International Jewelry 
Conference 


HE third international confer- 
ence of manufacturers, wholesal- 
ers and retailers in jewelry, gold and 
silverware will be held May 18 and 
19 at The Hague in Holland. This 
conference takes the character of a 
working meeting at which special 
delegates who are experts in the dif- 
ferent matters relating to the trade, 
continue the work of the study com- 
mittees and prepare a program for 
the next international congress of the 
jewelry trade which will be held at 
Rome in 1932. 
It seems rather unfortunate that 
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the American jewelry trade has not 
been officially represented at these 
international gatherings in the past 
either from the manufacturing, 
wholesaling or retailing end. <A 
perusal of the items on the provisional 
agenda of the committee of the In- 
ternational Conference will disclose 
a large number of subjects in the 
way of nomenclature and description 
of precious stones; standards for 
platinum, gold and silver, standards 
of practice in the making of plated 
articles, as well as a host of business 
subjects that are as vitally interesting 
to the American jeweler today as 
they are to his European confrére. 


Diamond Production 
Shows Big Decrease 


to the public, diamond produc- 
tion has been steadily going down for 
some years past notwithstanding the 
sensational stories of the newspapers. 
The total production in the Union of 
South Africa for the six months 
ended June, 1930, as shown by the 
last available statistics was but 1,615,- 
312 metric carats, this including both 
the products of the mines and allu- 
vial fields. In 1927 the output from 
the alluvial fields reached their apex 
of 2,318,407 carats whose value was 
in excess of the output of the mines. 
Since that time, the alluvial output 
has generally declined, being 2,114,- 
674 carats in 1928, 1,387,690 carats 
in 1929 and for the six months of 
1930, of which we have statistics, but 
477,434 carats. The output from the 
mines last year fell nearly 50,000 
carats, a condition that will probably 
be accentuated during the current 
year, for all the principal mines are 
reducing their activities. The De- 
Beers mines, as recently announced 
in THE JEWELERS’ CIRCULAR, are 
only working five days a week, and 
retrenchment is also said to be in- 
evitable in the Premier mine. 
Referring to these conditions, the 
African World says: ‘“Those in con- 
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EMARKABLE as it may seeni - 





All in the Same Bost 





trol are to be congratulated in ac- 
ceptance of a policy, which, however 
unpleasant it may be (to the stock- 
holders), affords the best guarantee 
of the industry being placed on a firm 
basis and gradual liquidation of ex- 
isting stocks.” 


It might be mentioned in passing 
that the total production for the six 
months of 1930, of which we have 
figures, is approximately half the total 
diamond production of South Africa 
in the six months of June to Decem- 
ber, 1910, though the estimated value 
of both are very nearly the same, that 
of the former being £4,144,000 and 
that of the 1910 six months’ produc- 
tion, £4,547,000. It is clear from this 
that the danger to the diamond trade 
from over-production is absolutely nil. 

(Since the above was written, a 
report showing: detailed statistics of 
the diamond production of 1930 has 
been completed by Sydney H. Ball, 
the noted mining geologist and en- 
gineer. These are now available in 


“The Diamond Survey for 1930” 
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which has just been published by the 
National Jewelers Publicity Asso- 
ciation ). 


Where Is the Gold? 


HE monetary gold holdings of 

the world amounted at the end 
of 1930 to approximately $12,500,- 
000,000 according to a German au- 
thority, thus showing an_ increase 
during the year of $375,000,000. Re- 
ferring to these figures, a British 
weekly calls attention to the fact that 
large as they may seem, there must 
have been a “colossal” absorption of 
gold in other directions, for according 
to published returns, the output of 
gold since 1913 alone has amounted 
in value to approximately £1,500,- 
000,000 ($7,500,000,000) or about 
three-fifths of the total holdings of 
today. And this journal goes on to 
add that to this amount, must be 
added the outputs which have been 

(Turn to page 131) 












May Day, today, 

is your first sell- 

ing event. It is 
also designated as 
Child Health Day. 
Use window displays 
of articles for the 
home and a May pole 
with gifts for chil- 
dren. 


None too early 
5 to begin your 
drive for 
Mother’s Day gifts. 
Here is a big selling 
opportunity if prop- 


erly developed. Be-: 


gin your advertising 
appeal today. Show 
appropriate gifts in 
your copy. 


specials for 

Mothers’ Day 
gifts. Include silver- 
ware, gifts for the 
home, watches and 
jewelry. Jewelers in 
North Carolina and 
Kentucky observe 
Confederate Memo- 
rial Day tomorrow. 


9 Show Saturday 


On May 13, 
l 3 1607 the first 

English  set- 
tlement was made in 
America. Use this 
event as a backgroud 
for a window display 
of modern silverware 
and offer a prize for 
the oldest piece of 
English silver plate. 


the May birth- 

stone. Attractive 
window displays 
showing emerald set 
jewelry are appro- 
priate this month. A 
letter to a_ selected 
group who have 
birthdays in May 
and forceful advertis- 
ing will help sales. 


9 The emerald is 


attractive 
Mothers’ Day 
window | display. 


6 Be ready with an 


Show a neatly framed 
picture of mother. 
Use flowers in the 
window and a care- 
ful selection of gifts 
including jewelry 
and silverware. 


Continue 
l 4, your silver 

selling cam- 
paign and back it up 
by advertising the 
event in your local 
newspapers. A post 
card to your mailing 
list today will add 
interest. Feature 
graduation and wed- 
ding gifts. 





MERCHANDISING 
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Have a_ special 

letter ready for 

the morning 
mail featuring gifts 
for mother and send 
it to a carefully pre- 
pared list. Add fresh 
flowers and gift sug- 
gestions to your win- 
dow displays. 


Start the 
l | new week 

with the idea 
in mind of making 
your store head- 
quarters for the wed- 
ding and graduation 
business. Impress 
this on the public, 
as plans for pur- 
chases are often 
made weeks ahead. 


Why not 
l 5 show a cor- 

rectly set 
dinner or luncheon 
table in your store? 
Center attention on 
the latest pattern in 
silverware and show 
some fine table glass- 
ware. Be sure your 
table is correctly ar- 
ranged. 


May Selling 


Start the week 

keyed up to take 

advantage of 
May selling opportu- 
nities. Continue your 
Emerald jewelry 
window display and 
your advertising, fea- 
turing birthstone 
jewelry as the gift 
for those born this 
month. 


Center attention 
8 on your Mothers’ 

Day newspaper 
advertising. Mother 
love should be 
strongly featured in 
your appeal. Stir the 
hearts of sons and 
daughters with grat- 
itude. Suggest suit- 
able gifts for mother. 


May calls 
l = people out of 

doors and 
encourages summer 
sports. Now is the 
time to advertise and 
display seasonable 
merchandise. Silver 
and glass flower 
vases, sports tro- 
phies, jewelry and 
watches are timely. 


a 


Saturday 
l 6 should find 

you ready 
for a brisk week end 
sale. Offer specials 
at attractive prices 
to clear out some of - 
your slow’ moving 
stock. Announce the 
winner of the con- 
test started May 13. 
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CALENDAR 


Suggestions 





Today is the 
2 l anniver- 

sary of Lind- 
bergh’s flight from 
New York to Paris. 
Show his picture 
with miniature air- 
planes, Statue of Lib- 
erty and the Eiffel 
Tower in your win- 
dow display. Feature 
men’s watches. 


Feature fine 
yi, 5 perfumes 

today. An 
attractive window 
display and a letter 
to a carefully selec- 
ted list will bring in 
customers. Adver- 
lise your store as 
headquarters for dis- 
criminating purchas- 
ers. 


Continue the 
2 Decoration 

Day window 
display and add some 
new features of in- 
terest. Sprays or 
wreaths of evergreen 
may be mingled with 
the red, white and 
blue of “Old Glory.” 
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Warmer 
18 weather _in- 

vites the use 
of more costume 
jewelry. Be ready 
with a window dis- 
play and feature the 
style appeal in your 
advertising. It is your 
greatest selling aid. 
Show the latest 
creations. 


Are you de- 
292 voting  suffi- 

cient atten- 
tion to _ stationery, 
pens and_ pencils? 
Center attention on 
wedding and gradua- 
tion announcements 
and invitations. This 
business leads to the 
sale of other mer- 
chandise. 


Start your 
26 campaign 

for the June 
wedding and gradua- 
tion business today. 
Increase advertising 
space and be ready 
with a letter to your 
mailing list enclos- 
ing a booklet show- 
ing and describing 
appropriate gifts. 


Are you de- 
19 veloping the 

sale of elec- 
tric clocks? Devote 
today to a_ special 
window showing of 
the latest models and 
advertise the event. 
Don’t let this busi- 
ness go to other out- 
lets. 


Make today 
23 Young Folks 

Day. Adver- 
vertise and display 
watches for young 
people. Jewelry par- 
ticularly for them is 
illustrated and de- 
scribed in this issue 
of The Jewelers’ Cir- 
cular. Show leather 
goods and mesh bags. 


Every effort 
2" should be 

made from 
now on to build up 
June wedding and 
graduation business. 
Public attention 
should be drawn to 
your store as head- 
quarters for gifts. An 
attractive window 
display today. 











Give your 
2() gift stock 

first place in 
window displays 
today and advertise 
seasonable offerings. 
Show flowers in vases 
and bowls, gifts for 
the home and attrac- 
tive novelties which 
will appeal to young 
folk. 





Honor those 
9 8 who fought 
for their 
country by installing 
a suitable Decoration 


Day window display. 


Flags and _ flowers 
may be used as a 
background with 
carefully selected 
battle scenes. Do not 
crowd the window. 


TEP into June de- 

termined to make 
a sales record. Your 
May advertising has 
already made an ap- 
peal for the Gradu- 
ation and Wedding 
business. Stimulate 
continued interest by 
a carefully planned 
merchandising cam- 


paign. 











































SCHOOL 
WATCHES 






Time reassumes the importance 
which has been forgotten in the cas- 
uainess of summer holidays. Clasies 

e 7 ll to be 

















guided by an accurate timepiece. We show 
many watches especially adapted “td school wear. 
rwo of which are sketched. The girls’ watch is a 15- 
| yewel movement in‘ an attractive white gold-filled case, 
with mesh cord bracelet. $30. The’ boys’ watch 
is a sturdy model, 15 jewels, in @ case of green or white 


} 
i gold-filled, with lominous figures‘ and hands. $25. 
|| Both watchés are extiasive with Smith Patterson, and 

} 

| 

| 

if 

| 





each is fitted with 2 round crystal. especially conven- 
ient because when Droken it can be replaced quickly and 
inexpensively. 


Mail inquiries and orders receive prompt attention 


Smith Patterson ka. 


JEWELERS & SILVERSMITHS 
“DIAMOND MERCHANTS 


$2 SUMMER STREET BOSTON 





ee eee 
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There is no mistake about the appeal 
in these watch advertisements. They 
emphasize the importance this con- 
cern gives to its watch department. 
The copy usually contains moderate 
as well as higher priced watches, in- 
dicating to the reader that a wide 
| variety in price range and style is 
available. 
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THEY SELL 


Selling more watches is every jeweler’s ambi- 
tion. It represents a profitable part of his busi- 
ness. In this article Smith Patterson Co., 
Boston jeweler, reveals some of the merchan- 
dising methods employed in the development 
of its remarkable watch trade. An unusually 
large stock and service to the customer are 
but two of the many reasons for success. 


The Smith Patterson Co. 
Boston, Mass., is a specialist in selling watches. It has 
earned this well-deserved reputation by selling more 
watches than usually sold by stores of similar size in like 
communities. 

When asked what were the contributing factors that 
have built up this remarkable watch business, James 
Kingman, vice-president of the company, replied: “Our 
large selection, both in grade and price, no doubt has at- 
tracted the fine business we enjoy in watches. 

“We believe in the watches we carry and we try to 
have the type, kind and price demanded by practically 
any customer that comes into the store. We carry them 
from $10 up to as high as $10,000. 

“We never over-estimate the accuracy of a watch but 
rather have the customer feel that it keeps better time 
than actually represented by the salesman. 

“We are particularly careful regarding the small dainty 
wrist watches and are very frank in telling customers 
about their ability to keep accurate time. 

“Satisfied customers are a great asset to a jewelry store 
—especially when this feeling is developed through the 
watch department. We offer the utmost in service when 
we sell a watch and encourage the customer to bring the 
watch in frequently so that we can adjust any slight 
variation in time. We guarantee our 10 line and smaller 
watches for six months. All watches aboves this size are 
guaranteed for one year. 

“We are very careful about our window displays. One 
window is devoted exclusively to watches and we think 
this is our most effective sales promotion. The watches 
shown are usually moderately priced, ranging from $25 
up. We attempt to feature as many grades as possible 
in the windows and in addition to the many well-known 
makes we carry a line of our own under the name of 
Smith Patterson. 

“We feature individual watch ads in our newspaper 
advertising. At graduation time we run special copy sug- 
gesting watches for graduation gifts. In making this 
appeal we show watches priced at $10 and up in men’s 
strap watches, while women’s wrist watches start at $25. 
In the same ad we illustrate watches selling from $75 
to as high as $130. 

“The graduation period offers excellent opportunity 
for the jeweler to sell watches and we believe we have 
developed this occasion to the utmost extent. 

“At the commencement of school we again feature 
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WATCHES 
AND HOW! 


watches, stressing their value to students. “The import- 
ance of time is emphasized and watches especially adapted 
to school wear are shown. 

“We demonstrate the practical advantage of a round 
crystal, pointing out the ease and little expense with which 
it can be replaced if broken. 

“We attempt to coordinate our advertising with spe- 
cial events like the Horse Show, when we feature sport 
watches with equestrian motifs. 

“At Christmas time we make a special drive for the 
watch business. We use large space featuring many 
types of watches in all grades and prices. We illustrate 
each watch and carry a detailed description of each one 
shown. 

“Practically all of the women’s wrist watches displayed 
in our cases are shown attached to black ribbons. In the 
same case a large assortment of bracelet attachments in 
a wide range of prices is displayed. After a watch has 
been sold, the salesman suggests a bracelet attachment, 
thus developing an extra sale in a good many instances. 
Approximately 40 per cent of those buying watches also 
buy an attachment. Others return and purchase the at- 
tachment later, using this as an opportunity to give an- 
other present. 

“Style is important with the younger generation and 
beauty seems paramount in its selection. Middle aged 
customers, however, emphasize their desire for an ac- 
curate time-piece rather than just as an ornament. 

“Service in keeping watches running accurately makes 
the best kind of satisfied customers.” 


dd 

A chronometer in our watch 
window attracts many people who check their watches 
for accuracy. With many this becomes a habit as they 
pass the store. Focusing the attention of many people 
on our window each day, in which an elaborate watch 
display is seen, registers the impression that practically 
any time wants can be satisfied in our watch department. 

In the Smith Patterson Co.’s watch advertising, illus- 
trations dominate, being effectively used in off-center 
positions. Excellent use of white space surrounding the 
illustrations not only draws the eye immediately to the 
advertisements, setting them apart from other ads on 
the page, but most certainly arrests the attention of any- 
one interested in the purchase of a watch. The handling 
also creates a dignified atmosphere to the appeal. 

Line drawings are employed, affording opportunity to 
show the detail and beauty of the watch. The layouts 
are carefully proportioned with illustrations, titles and 
text clearly defined, eliminating any distraction or con- 
fusion on the part of the reader. There is no doubt 
about the appeal and purpose of these advertisements. 
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JEWELERS & SILVERSMITHS 
DIAMOND MERCHANTS 
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WATCHES for Graduation: 


+++ The gift that best expresses the umportance of the 
occasion . . . Ladies’ wrist watches vary in price from 
$25 upwards, men's strap watches from $1) and pocket 
watches from $12 The models shown are by 
Hamilton “the watch of railroad accuracy” . . . 
The lady's watch is a dainty design of 14k white gold, 
with 17-jewel movement, $75 The strap watch is 
an unusually distinctive model with 19- jewel movement 
in 14k gold case, $125 and the pocket watch, 
with 17 jewels, in case of green or white gold-filled, is 





$50. and in solid gold. $75... . 


“DIAMOND MERCHANTS 








Watches of all shapes, styles and 
prices are shown in the advertisement 
at the top. Timepieces for every 
member of the family, from the 
baguette to pocket watch are of- 
fered. Moderately priced watches 
for graduation are illustrated in a 
separate ad. Sport jewelry is also 
linked with timely events. 








a emart pin, $28. . . . Another pin cen- 
tered with a horse is $13 in 14k gold . . . 


horse-shoe 
necting it to the leather wrist cord, $200 


Smith Patterson €b. | Smith Patterson fo 


JEWELERS &> SILVERSMITHS JEWELERS & SILVERSMITHS 


‘DIAMOND ¢2CERCHANTS 
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Bie electric clock business 


is mighty good in Peoria, IIl., “because we have been 
pushing it,” said Edward Bakken. In two months one 
outside man has replaced 54 Western Union clocks and 
sold 210 commercial clocks downtown. Ringing door- 
bells in the residential section produced like results. In 
the responsible homes, it was found good business to 
leave a clock on trial for a week. Even the new elec- 
tric kitchen clocks are getting a good play. In the past 
year, the electric clock business has risen to such sales 
importance that this department is now producing the 
second largest volume, ranking next to the diamond 
department. 


A real thought 


for those using or contemplating the installing of a 
perpetual inventory is furnished by Robert Orr, Rochester, 
Minn. All stock control and departmentized inventory 
figures start with dividing the stock into such basic de- 
partments as the management wants to identify. In this 
case, eight primary divisions were considered proper. 
They are: A. all repairs. B. watches. C. diamonds, 
mountings. D. rings. E. clocks. F. jewelry. G. sterling. 
H. silver plated 

The next step is to separate all sales and purchases 
into these departments Obviously, the latter is just a 
matter of bookkeeping. Unless the sales are properly 
recorded by departments, the entire object is defeated. 
It was with this thought in view that Mr. Orr invented 
this sales ticket. 

Considerable valuable information was _ obtained 
through the figures these departmentized sales checks re- 
vealed. A real gaging of the sales value of the entire 
stock is chief. Weighing sales against inventories throws 
the spotlight on the strength or weakness of each division. 
Departments showing strength are given encouragement, 
while those weak are either nursed along or discarded as 
being too costly to carry. 
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These are practical days. Ideas that will 
move goods for somebody else may move 
goods for you. Try some of these—the 
best of the month selected by our field 
editor following his recent trip into every 
state in the Union. 


Buying budgets are based on sale percentage figures, 
with considerable concentration on those lines that show 





the least sales resistance. This buying founded on a 
definite knowledge of past performances, plus current 
trends, has a decided bearing on public appreciation of 
a store. That, in the final analysis, is the point which 
makes or breaks any establishment. 

In Orr’s, three departments run about even in sales, 
B., C. and F. With the balance of the one third of the 
sales shared by the five departments. 


A New York Fifth Avenue 


jeweler who specializes on popular priced novelties has 
developed what he terms a “Dividend Club.” Members 
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MAKERS 





By 
Harry R. Terhune, 
Field Editor 


To Get the May Money 


of this club receive a “Semi-Annual Dividend Check”’ 
twice a year, which when properly indorsed entitles them, 
for a limited time, to a reduction of $2 when purchasing 
any article regularly priced at $10 or more. ‘Shaw’s” 
is a 70 year concern doing a cash business. The use of 
this mode of publicity has proved to be very beneficial. In 
a letter to customers, this postscript is added “Send us 10 
names, with full addresses, of your friends and you will 
receive extra Dividend Card.’ 


dd 

Get them young, 
treat them right, and you have customers for life,” para- 
phrases Quade C. Weld of Weld & Sons, Inc. And by 
young, this Minneapolis jeweler, means just that. An 
investment of over $10,000 in fraternity dies represents 
the largest fraternity business west of Chicago. At the 
time of the Homecoming University of Minnesota events, 
over 100 dance programs were put out. 

All money made from fraternity business is at once 
plowed back in the shape of college paper advertising. 
As that is an open secret with the college student body, 
the store of Weld & Son stands ace high with them. It 
is an orderly sequence that the purchase of trophies and 
gifts during the student term, should come from this old 
establishment. It is just as natural that when members 





of the student body go through the engagement period, 
with its attendant weddings and subsequent anniversaries, 
this store should come first into their mind. 

A stationery department of this nature is surely the 
cornerstone of building the young people’s trade. “They 
are not tied down to tradition no matter what the prestige 
of a store may be to the country at large. A live store 
must make contacts decidedly different than formerly, in 
this present era. 
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T het nothing is so old 


that there is not someone who still desires it, has been 
proved more than once in the jewelry trade, particularly 
during the prosperity that came to a new class of people 
directly after the late war. But an incident described in 





a note from Oakland, Cal., will surprise even the most 
sophisticated jewelers, even though it may not set an 
example that will be generally followed. 

According to the report, W. N. Jenkins, a leading 
jeweler on 14th Street in that city, recently took it into 
his head to dig deep in his dead basement stock among 
those fast stickers that every jeweler accumulate, and 
there he uncovered several pieces of cut glass that had 
rested peacefully for years. Polishing these with great 
care, he gave them window space and as a joke, labelled 
them with their original prices. The trim was made 
Thursday evening after the store had closed and while 
it was being made, the jeweler noticed a couple looking 
at the glass with interest. “The next morning, the same 
couple appeared at the store and bought a $35 cut glass 
vase. 

In the course of the purchase, the lady remarked that 
it was “just what we were looking for and we were 
afraid that someone would get there and buy it before we 
could.” The customers, it seems, came from a small 
town away down in the valley where the man was a 
banker and prominent. Their tastes and desires were 
moulded by conditions of years ago. Whether the cut 
glass display brought out any other buyers with tastes of 
an antiquarian, was not made clear in the report. 
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Mrs. Polly Pettit is recognized as an expert on 
window display. She also understands the psychology 
of selling as applied to the whole of a retail jewelry 
establishment. Her feminine intuition can create 
a warm atmosphere of friendliness throughout your 
store if you follow the advice offered. Make this 
authority on subtle selling-appeal your consultant 
when planning your displays, whether in the window 
or within the store. 
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WORTH 


Starting with this issue of THE JEWELERS’ Cir- 
CULAR, answers to questions regarding window and 
store decoration will be given by Mrs. Polly Pettit, 
a well known display authority. This feature will 
be continued from month to month, as a service to 
jewelers desiring concrete suggestions for making 
the window a distinct selling medium. Send your 
questions to THE JEWELERS’ CirRcULAR and profit 
by her long experience in store decoration. 




































Among the changing months, May stands con- 
fessed the sweetest, and in fairest colors dressed. 
—Thompson 


2??? Should | put a modernistic 
or a conservative front on my store? 


Answer. ‘That depends upon an analysis of conditions. 
If putting a new front on your store is occasioned by a 
significant change in management or policy, then a mod- 
ernistic front might be made to serve the important pur- 
pose of signalizing a radical improvement. But if chang- 
ing the store front marks a milestone in a continuously 
progressive business, then a conservative front would be 
more consistent with the established tradition and pres- 
tige of the firm. The store front and the windows (and 
even the door mat) should reflect the character of the 
store. The character of the store should reflect the re- 
liability of the jeweler. The jeweler owes it to himself 
and to his community to uphold the standards of good 
taste in all the outward appearances of his store, as well 
as the integrity of his business dealings. ‘‘Modernistic”’ 
has many meanings, but a modernistic store front need 
not lack dignity. and beauty, nor a conservative front 
be out of date. 


re? ' D. you think that 
the sloping display of small cards which carry the mer- 
chandise and price is the best type of window trimming 
for the small jewelry store? 


Answer. The small card display is certainly the most 
inexpensive way of showing jewelry merchandise, and as 
such it has its usefulness. Its fault lies not so much in 
the method as in its lack of ingenuity. You can always 
stop idlers with a display of jewels, but prospective cus- 
tomers pass your store daily and are not interested be- 
cause to all general appearances your display is the same 
as it was yesterday and the day before and the day before 
that. The jeweler is limited to the sloping display unless 
he will invent other means of support for his cards. Vary 
the arrangement by attaching the cards to a cut-out de- 
sign in cardboard, so that the effect is spectacular. The 
cost of a cardboard ladder would be negligible and yet 
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And How to Plan Them 





could be used significantly if the higher priced stones 
were attached to the upper rungs of the ladder. For 
variety in the cards use pale blue stock and attach to each 
card a tiny wax orange blossom together with the mer- 
chandise and price, suggestive of wedding jewelry. Or 
use a miniature sprig of holly on each card at Christmas 
time. These expedients cost little except the time of an 
ingenious member of the store force. Basic ideas which 
have proved to be sound selling factors may be repeated 
almost indefinitely but each repetition will be newly inter- 
preted if an artistic and inventive imagination is drawn 
upon in all its resourcefulness. 


,eF Should jewelry be displayed 


below the eye-level ? 


Answer. The general rule of eye-level in a jewelry 
display is based upon a practical view of jewelry as it is 
worn. Necklaces, earrings and hair ornaments are usual- 
ly viewed at eye-level; bracelets and rings, below eye- 
level. This rule can be varied, of course: a necklace 
might appear below eye-level as it would on a lady’s 
dressing table. Every arrangement of merchandise should 
conform as nearly as possible to the preconceived idea of 
logical arrangement already fixed in the mind of the 
passerby. ‘Thus the mind is in no way offended either 


(Turn to page 105) 











WHILE WINDOWS 








MAY WINDOW SUGGESTIONS 


MOTHERS’ DAY WINDOWS 


Sound a note for Mothers’ Day with a display 
reminding the passer-by of the sacred significance 
of the occasion. Whether a photograph of Whistler’s 
“Mother” is used, or a painting of a mother and 
child, always remember that the underlying selling 
appeal should not be too obvious. 


WEDDING WINDOWS 


Practically all of the rest of the month should be 
devoted to jewelry and silver for wedding presents, 
thus anticipating June weddings. To arouse unusual 
interest a comparison may be made between the 
wedding customs of other countries and our own. 
A dramatization of cherished American traditions 
also makes an interesting appeal. If possible every 
wedding display should include appropriate station- 
ery. Gifts for the attendants of the bride and for 
the ushers should also be shown. However, capital- 
ize primarily on the joyous emotion of “the bride 
in white.” 


MEMORIAL DAY WINDOWS 


Your display for Memorial Day should be in the 
nature of a tribute, selling not merchandise but 
the good-will of the store. A window linking the 
memories of the civil war with the heroes of the 
recent great war is entirely appropriate. Plan a 
display that will merit the admiration and respect 
of your customers. 








This Mothers’ Day window of Black, Starr & Frost Gorham, Inc., New York jewelers, was designed by 
Mrs. Pettit and exemplifies the principles laid down in her suggestions for the May window display. The 
central appeal is found in the Michelangelo plaque loaned by the White Star Line through their repre- 
sentative, Mrs. Dan Sweeney for this particular window display. 
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LOSE WHAT 


From actual experience, Haltom’s, Fort Worth, 
Texas, one of the Southwest’s leading jewelry 
institutions, suffers no loss of prestige or digni- 
ty in conducting profitable, moderately priced 
selling events which adds many new customers 
to the store’s patronage. 





-™ of customer and store 
prestige, is the answer more frequently given by jewelers 
when questioned regarding their opposition to sales ap- 
pealing to the masses on special items, moderately priced, 
which would add new customer patronage and additional 
store traffic during periods of business not recognized as 
normal jewelry selling seasons. 

Haltom’s, The House of Diamonds, Fort Worth, 
Texas, doesn’t subscribe to this policy, but on the contrary 
adopts a vigorous merchandising plan designed to attract 
new customers to its store. The background of Haltom’s 
business is Fort Worth’s most influential and wealthiest 
citizens. ‘Their jewelry and diamonds become the selec- 
tion of the most distinguished people in the community. 
Here, then, is an institution qualified from actual experi- 
ence to discuss this much mooted problem, which not 
a few jewelers have found perplexing. 

H. A. Ayling, general manager of Haltom’s is a pro- 
gressive, astute executive with a merchandising mind. He 
thinks of the jewelry business in terms of new customers, 
added business, profit and turnover. 

We shot the question right from the shoulder, asking 
his opinion as to the result of special sales and their 
effect on the prestige of the store. 

“Lose what prestige to whom?” said Mr. Ayling. 
“The day has passed when a jeweler can be sitting around 
in his store waiting for the customers to come in. To 
increase your business it requires advanced merchandising 
methods the use of principles of selling similar to those 
adopted by those stores offering merchandise in competi- 
tion with the jewelry store. The very same customers 
who purchase your finest merchandise will buy other 
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PRES TIGE— 
TO WHOM? 


articles offered at special prices. “The purchasing of less 
expensive articles is decidedly in favor of the jeweler if 
he will develop the opportunity. 

“Realizing that business usually results from the masses 
we have a sale which is conducted once a month. ‘The 
items offered are generally priced below $5 to attract 
new customers and particularly those who recognize value 
in merchandise. 

“On Saturday night we devote an entire window to 
this specially priced item. We don’t display just a few, 
but use a great many numbers, knowing that mass dis- 
play attracts and arrests attention. We place a large 
sign in the window upon which the price can be easily 
read, knowing that many people passing on Saturday 
and Sunday will avail themselves of the sale after seeing 
the announcement. In addition we carry an advertise- 
ment on the society page of the Sunday newspaper. 
Women are always attracted to this section of the paper. 


4d 
*#% Monday we remove 


the merchandise from the window and display it on a 
table immediately inside of the door. We find much 
of our fine trade patronizing these sales featuring special 
merchandise. When we have completed the sale, the 
merchandise is placed in stock at regular prices provided 
we haven’t disposed of the entire lot. This builds con- 
fidence in our store and adds greater interest to the sale 
when it is known to be a bona fide sale. 

“Just recently we offered a pewter water pitcher priced 
attractively at $4.75. In one day we sold 27 of these 
pitchers and cleaned them out completely in a week. 
These sold regularly at $7.50 but by purchasing a large 
quantity we were able to price them low. 

‘““T’hese sales are helpful and have not only created new 
customers for us but have shown a little profit. It is one 


(Turn to page 117) 
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IM TELLING YOU- 


FACT OUTRUNS FICTION 
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A VARIETY OF TOURMALINE FOUND IN PARIS, ME., 
CHESTERFIELD,MASS,,AND BRAZIL, 1S FORMED BY 
THE UNION OF GREEN, RED AND SOMETIMES WHITE 
LAYERS. FREQUENTLY THE STONE IS GREEN AT 
THE OUTER EDGE WITH ATRANSPARENT SECTION 
SURROUNDING THE INTERIOR RED ZONE, HENCE (T 
IS OFTEN CALLED THE WATERMELON STONE, 
SO GREAT IS ITS RESEMBLANCE TO THAT 
POPULAR FRUIT. 


UNTIL 1838 THERE WAS IN THE COUR 
DE MARBRE, VERSAILLES, A CLOCK THAT 


HAD NO MECHANISM AND ONLY ONE 
HAND. THIS HAND WAS PLACED AT THE 


PRECUSE MOMENT OF THE DEATH OF 
THE PREVIOUS KING OF FRANCE AND | 
DID NOT MOVE DURING THE WHOLE 
OF HIS SUCCESSOR's REIGN. ITS 
PURPOSE WAS TO REMIND THE 
INMATES OF THE PALACE OF THEIR 
BRIEF TENURE OF OFFICE 
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4 ACCORDING To THE “COURT JOURNAL, 

. THE JEWELS IN THE BRITISH CROWN WORN 
SA __ BY GEORGE IV AT HIS CORONATION WERE 
BORROWED FOR THE OCCASION FROM 
RUNDELL, BRIDGE AND RUNDELL, JEWELERS 
OF LUDGATE HILL. THESE SHREWD 
MERCHANTS CHARGED THE MONARCH AT THE RATE OF 
10% AMOUNTING TO £6500 ANNUALLY AND WHICH 
WAS CONTINUED FOR Four YEARS 













~_ AWAY 
Yo Any W we Re, 
ANT 7M; 


JEWGLERS TAKE HEED OF 
THUNDERSTORMS, 

REPAIR DEPARTMENTS 
HAVE MORE WORK AFTERA 
THUNDERSTORM. ONE OF THE 
MAIN REASONS FOR THE 
BREAKING OF MAINSPRINGS If 
THE PRESENCE OF AN 
UNUSUAL AMOUNT OF 
ELECTRICITY IN THE AR. 


MILTON FEINBERG 
oF BAR'S, PHILA, PA, 




















A LARGE EMERALD(BIRTHSTONE FoR MAY) WAS USED BY THE 
ROMAN EMPEROR NERO AS THE LENS OF A MONOCLE THROUGH 
WrtCH HE WITNESSED THE CHARIOT RACS AND FIERCE 
COMBATS OF HIS GLADIATORS, 


JEWELERS’ 
DO YOU KNOW OF ANY UNUSUAL FACTS OF INTEREST ABOUT JEWELS and JEWELRY 2 IF SO, SEND THEM To THE ee. AR. 

















—— 





THE JEWELERS’ CIRCULAR 


68 for May, 1931 

















May, 1931 THE JEWELERS’ CIRCULAR 69 


T, HELP 


YOU SELL 
... is our JOB 


An D the “ways and means committee” works 
in season and out. 






















{ 1 } Presenting always the newest creations while 
they are still “‘hot’’. 


{2} Planning new merchandising methods to 
meet your needs. 


{3 } Co-operating with you on your own plans. 
{ 4 } Furnishing individual assistance for your win- 
dows, your newspapers and your mailing list. 


All these and countless other aids for the promo- 
tion of your business, without charge, are yours for the asking. 


Your problems are our problems, and we welcome 
the opportunity fo help you sell. 


Stein & Ellbogen Company 


DIAMOND CUTTERS ...IMPORTERS AND DISTRIBUTORS 
BLUEBIRD REGISTERED DIAMOND RINGS... JEWELRY 
AMERICAN WATCHES...LUCIEN LELONG PARFUMS 


TELECHRON AND REVERE ELECTRIC CLOCKS 


55 EAST WASHINGTON STREET... CHICAGO 


NO CATALOGS 
NO RETAIL SELLING 
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Emerald 
Crystal in 
Calcite 
from 
Colombia 
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Sweet child of May, you'll taste the caress 
Of the Emerald’s promised happiness. 


‘Fae says the poet 
who has based his selection of the May gem on the natal 
lists of the Arabians, the Poles, the Russians and in the 
official list used by the American National Retail Jewel- 
ers Association today. For the emerald denotes joy and 
hope and is the emblem of perfect happiness, success in 
love and immortality. It has been well designated as the 
stone for spring and for youth. Another poet sings of 
the significance of May’s stone thus: 


Who first beholds the light of day 

In Spring’s sweet flowering month of May 
And wears an Emerald all her life 
Shall be a loved and happy wife. 


Emerald, it may be mentioned incidentally, is also 
known as Friday’s gem and also is sometimes us2d as the 
stone to signify John, The Evangelist. 

Emeralds, it is believed, were a subject of adoration 
by the early Peruvians for at the time of the Spanish 
Conquest, an immense emerald said to have been almost 
as large as an ostrich egg was adored by the Peruvians 
in the city of Manta. According to Dr. Kunz, “this 
‘emerald goddess’ bore the name of Umiiia and like some 
of the precious relics of the Christian world was only ex- 
hibited on high feast days when the Indians flocked to 
this shrine from far and near, bringing gifts to the god- 
dess. The wily priests, especially recommended the dona- 
tion of emeralds, saying that these were the daughters of 
the goddess who would be well pleased to see her offspring. 
In this way, an immense store of emeralds rewarded the 
efforts of the priests and on the conquest of Peru, all these 
fine stones fell into the hands of Pedro de Alvarado, 
Garcilasso de la Vega and their companions. The ‘mother’ 
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Zodiacal Sign—Gemini (The Twins) 

Significance—Success in Love 

Associated Flowers—Iris, Olive Branch, Hawthorn, Lily of 
the Valley 

Especially suitable for rings and fine jewelry. 


emerald, however, had been so cleverly concealed by the 
priests on the shrine that the Spaniards never succeeded 
in gaining possession of it.” 


Emerald, which is the 


clear green variety of beryl, is accepted as one of the 
most highly priced of all the gem stones. Its beautiful 
color has been aptly compared to that of the hue of the 
fresh grass of spring and in brilliancy, the stone far 
exceeds other green gems except the so-called “oriental” 
emerald, which is a very rare variety of corundum, also 
known as green sapphire. A perculirity of the emerald is, 
that a perfect stone of any fair commercial size is ex- 
tremely rare. Few, if any, there are that are without 
a flaw or fracture. 

The composition of the Colombian emerald, according 
to Bauer, is: 


I eran. een gh a mek ORIEN 67.85 
Alumina (A103) Terrrrrrrere rr ee i 17.95 
pS re ee Teer 12.4 
Chrounte oxide (Crag) «2.2... ccccees trace 
pS ee ae 0.9 
CU os bialseseeneeseeuweaen 0.7 
I ic 55 vba pas eeakawaeas 1.66 
Oe eee 0.12 


It differs from other beryl gems in the fact that it 
has a trace of chromic oxide and this it is believed by 
scientists produces the beautiful green color. The color 
is not always distributed uniformly through its substance, 
and differently colored portions may occur irregularly 
or in layers. 

The disparity between the value of the perfect and 
imperfect emerald is enormous, says Bauer, and flawless 
emeralds of large size are extremely rare so that only 
small stones are available for cutting as gems. While 
large emeralds have been reported at different times, 
their quality leaves much to be desired, and in considering 
the reports of these stones, one should remember that 
the name “emerald” in the past was often applied to other 
stones of a green color that were not beryl. 

In hardness, the emerald is represented in the scale at 
7¥4, a little above quartz but below topaz. Its specific 
gravity is also rather low, that of Colombian emeralds 
is found to be 2.67. Emerald is unattacked by acid ex- 
cept hydro fluoric acid. 

The first known emerald locality was doubtless Upper 
Egypt. The ancient Eyptian mines were rediscovered 
the early part of the 19th century being reopened in 1819. 
They are in a depression of a long range of mountains 


(Turn to page 81) 
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Amsterdam—=33 Sarphatistraat 


Established 1866 





Office and Cutting Works 


6 West 48th Street 
New York — 


Lendon—23 Holborn Viaduct 
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THE NEW RELATION 





























James V. Toner, Chairman of 

the Survey Committee of the 

New England Manufacturing 

Jewelers’ & Silversmiths’ 
A sociation. 








The Resolution 


In our opinion the interest of the jewelry industry 
will be best served by a clear cooperation of the 
various branches of the industry; and 


WHEREAS: In our judgment the time has arrived 
to take definite steps to bring about such cooperation; 
therefore, be it 


RESOLVED: That the officers of our association 
request the A. N. J. R. A. and its officers to use every 
effort to bring about the establishment of some kind 
of inter-trade relation council to be composed of rep- 
resentatives from the several branches of our indus- 
try; and be it further 


RESOLVED: That a part of the duties of such 
council shall be to adjust complaints and grievances 
between different branches, to formulate policies, 
make recommendations, and perform any other ser- 
vices which it may legally render and which are, in 
the opinion of the council, necessary for the greatest 
prosperity of and harmony in our industry. 
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IN 


OUR INDUSTRY 


It is to be hoped that this initial step in bettering 
trade conditions will find a quick response in every 
branch of the jewelry trade and that the results will 
be far reaching in their benefit to the industry. 


A forward looking step 
which should lead to a better understanding and reflect 
benefit on the entire jewelry industry was taken at the 
convention of the Massachusetts Retail Jewelers’ As- 
sociation at the Hotel Statler, Boston, on March 24, 
when three prominent jewelers from the manu- 
facturing wholesale and retail divisions of the trade 
came forward to sponsor a movement aptly called, ““The 
New Relation in Our Industry.” In other words this 
is a movement to bring about a condition, which, through 
intelligent cooperative endeavor, should carry to the front 
evils which have existed for years and adjust them on an 
equitable basis, plan and carry out constructive move- 
ments to better trade conditions, and direct attention to 
building a greater demand for jewelry trade products. 
An initial step in this direction was the institution, under 
the general direction of the Department of Commerce, 
of separate surveys of each branch of the industry. It is 
the aim of this New Relation that an executive committee 
of representatives of the three branches be formed which 
will consider preblems of mutual interest. Here is a 
brief synopsis of what the three representatives said: 


James V. Toner for the Manufacturers 


This gathering of the three branches of our industry 
under the auspices of the retail association seems most 
opportune. Unless all signs fail, we have emerged from 
the darkness and gloom of one of our periodic business 
depressions, and are on the threshold of a new era of 
prosperity which will eclipse any yet enjoyed by this na- 
tion. This statement is not an idle generality but is a 
demonstrable proposition based on facts which can lead 
only to this conclusion. 

Before taking up the topic of our discussion, “The New 
Relation in Our Industry,” let us first go back and de- 
termine the parentage of this relation. 

During the past score of years we have had two periods 
of prosperity which were phenomenal. More goods were 
produced, sold, and consumed than ever before. During 
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this period births have increased, there have been more 
anniversaries, more weddings, more attention to personal 
appearance, more beautiful homes and more occasions of 
every kind for the use of the products of our industry. 
But, and statistics verify this fact, the volume of business 
of the jewelry industry did not, after consideration is 
given to the change in the purchasing power of the dollar, 
increase. 


Ou: industry has seen 


more and more of the consumer’s dollar go to other in- 
dustries which, because of their organized competitive 
efforts, increased their business by leaps and bounds. The 
- members of our industry were slow to recognize that the 
real competitor was not other members within our in- 
dustry, but was rather the other industries which were 
after the same business. 

We now realize that this is an age of competition be- 
tween industries and those industries will survive which 
are well organized to fulfill in the most economical way 
the functions of manufacturing and marketing. We now 
realize that to obtain our share of business we must not 
sit and wait for the call but create the call. 

The parentage of our New Relation is, therefore, 
Necessity and Expediency. They brought forth this 
New Relation which we may call intelligent cooperative 
endeavor. The three branches have enthusiastically wel- 
comed the relation, and are optimistically interested in 
the accomplishments. 

The first activity of this New Relation was the insti- 
tution, under the general direction of the Department 
of Commerce, of separate surveys of each of the branches 
of our industry. The simultaneous survey of an entire in- 
dustry is unparalleled in our business history, and upon 
the completion of these surveys a composite picture is at- 
tainable of the entire industry which should be of in- 
estimable value in planning for the future. 

The survey of the manufacturers is practically com- 
pleted and has been pronounced an outstanding success 
by the Department of Commerce, not only in the quality 
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of the information obtained, but in the measure of partici- 
pation of the manufacturers in furnishing this information. 

It seems most appropriate and fair at this point to say 
that the success of the work with the manufacturers is 
attributable, in a very large degree, to the inspiring efforts 
of Woodward Booth the former manager of the N. E. 
M. J. & S. Association, who, since the inception of this 
work, has been called to his eternal reward. 

After the completion of these surveys it is logical to 
expect that each branch, acting on the facts presented, 
will within its own branch correct anything which is con- 
trary to good business policies. But there are facts which 
will be revealed which are of general interest to all three 
branches and which cannot be discussed in any way other 
than jointly by all three branches. 


l; is the aim and hope 
of this New Relation that an executive commission of rep- 
resentatives from each of the three branches of our indus- 
try, be formed which will, by a sympathetic consideration 
of the interests of each branch, function in such a way that 
the greatest good for all will result. I submit the selec- 
tion of such a commission as a necessary and obvious 
result of our New Relation, and as one way by which 
the jewelry industry can maintain and promote the best 
interests of its members. Such a commission should be 
a permanent body which will meet as may seem best, the 
personnel of which should be men of such character and 
ability that its object may be accomplished. 


It is obvious that such an executive commission must 
not only be representative, but it also must be authorized 
to speak and decide for the represented. This naturally 
presupposes strong organizations in each of the branches 
of our industry. If we have them then the greatest diffi- 
culty to an executive commission is already solved. But if 
our branch organizations, manufacturing, wholesale and 
retail, are not functioning as they should then no progress 
will be made either as branch organizations, or as am 


(Turn to page 139) 
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“HE nation-wide survey of the wholesale jewelry in- 
dustry sponsored by the National Wholesale Jewelry 
Trade Association and conducted by the United States 
Department of Commerce is actively under way. The 
question therefore naturally arises in the mind of the 
individual wholesaler: Just what is the purpose of the 
study, what benefits does it promise, and how are they to 
be attained ? 

In brief, we may say that the survey aims to provide 
every jewelry wholesaler with information which can 
aid him in the improvement of his own distribution 
methods by throwing the searchlight of scientific research 
upon the practices of the industry as a whole. 

This is the day of technological approach to the solu- 
tion of the problems of business. ‘The whole world is 
familiar with the well-nigh magical results in efficiency 
and economy which scientific processes applied to Ameri- 
can production methods have achieved. 

These results, as we know, have been gained very 
largely through the application of a technique of exact 
analysis to the problems of cost and operations control, 
not only within the individual concern, but also cooper- 
atively in the study of entire industries. 

That there is need for such research in the wholesale 
jewelry trade must be evident to us all. Cognizance of 
some of the essential facts of jewelry wholesaling has 
been sadly lacking in the past. ‘There has been too much 
groping in the dark and too much guesswork in the con- 
duct of our business. ‘Traditional practices and rule-of- 
thumb methods have too generally obtained because there 
was no general body of dependable trade data upon which 
to predicate sound, effective merchandising practices. 

While traditional practices and rule-of-thumb methods 
have served well enough in their time, the kaleidoscopic 
business changes of recent years have in many instances 
rendered former distribution methods obsolete. Fur- 
thermore, with the development of the so-called ‘buyers’ 
market” the distribution system has become very complex. 

Facts revealed in a recent survey completed by the De- 
partment of Commerce indicate that the jewelry whole- 
saler is the principal channel of distribution for manu- 
facturing jewelers. However, we can expect to main- 
tain this position only so long as we perform the whole- 
saling function more efficiently and at a lower cost than 
any other agency performing the identical function. 

It is with the immediate objective of taking much of 
the guesswork out of our business and of providing defi- 
nite standards to aid each wholesale jeweler that the 
Wholesale Jewelry Survey has been planned. 

The survey is entirely the outgrowth of the industry’s 
initiative. The Department of Commerce consented to 
make available its expert facilities for the investigation 
only at the request of the National Wholesale Jewelry 
Trade Association and with the assurance of active co- 
operation from the trade. The association is bearing a 
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substantial part of the financial cost of the study. The 
share of the industry at large in the undertaking is to 
supply information; and upon the measure of whole- 
hearted cooperation which is received from the industry, 
the value of the survey will chiefly depend. 

The study is in no sense an experiment. It is directly 
in line with the general effort of the Department of 
Commerce to place in the hands of American business data 
upon which the elimination of distribution wastes may. 
be based; these wastes in the aggregate are estimated to 
approach $10,000,000,000 yearly. The survey is the 
third of its kind to be undertaken in the jewelry industry 
itself. A report of the first survey, that pertaining to 
jewelry manufacturing, has been released; and the report 
on jewelry retailing is about to be printed. “The Whole- 
sale Jewelry Survey will fit into the niche between the 
two and round out one of the most complete studies of 
an entire industry ever attempted. 

The fact-gathering for the survey will be done by the 
questionnaire method as in the previous jewelry surveys. 
More than 1600 questionnaires are now in process of be- 
ing mailed to as many jewelry wholesalers in all parts of 
the country. The questionnaire was prepared by experts 
of the Department of Commerce working in close touch 
with representatives of the industry. Every effort was 
made to formulate a simple questionnaire which, at the 
same time, would be of maximum valve in the informa- 
tion brought out. Furthermore, the questionnaire was pre- 
pared bearing in mind the contents of the jewelry retail- 
ing and jewelry manufacturing questionnaires, to the end 
that a complete picture of jewelry distribution could be 
obtained. 

In its general outlines the survey will follow the cus- 
tomary pattern of cost analyses conducted by the depart- 
ment. Net sales and operating expenses will be treated 
in great detail. ‘Trends over several years will be brought 
out, and the effect of seasonal fluctuations upon trade 
will be studied. But there will be much more than this. 
Sales of jewelry wholesalers, as called for in the ques- 
tionnaire, will be analyzed according to the different 
types of retail outlets served, thus giving a picture of the 
relative importance to wholesale jewelers of the various 
types of retail outlets. The different types of sources 
for wholesalers’ purchases will also be determined, to- 
gether with the relative importance of each type. These 
fundamental facts are not only significant in themselves, 
but they will constitute the basis for the ascertainment 


(Turn to page 99) 
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Credit Jewelers Visit Chicago 


Fifth Annual Convention March 16, 17 and 18 at the Palmer 
House—Reports Reflect Growth of Association 


Cuicaco, April 6.—The fifth annual convention of 
the National Association of Credit Jewelers, which closed 
March 18 at the Palmer House, was one of the best held 
by the association. Business meetings took place in the 
Red Lacquer room, and the large exhibition hall was 
attractively decorated and arranged to care for manu- 
facturers and wholesalers who displayed their newest 
merchandise. 

Monday morning was devoted to inspection of ex- 
hibits and luncheon was served in the Red Lacquer room. 

Charles F. Baumrucker, chairman, Chicago Committee, 
welcomed members and guests, and introduced Leonard 
Grossman, Alderman of the Hyde Park District, who 
also extended greetings from the City of Chicago. Myer 
Simon, president of the association, then made an address 
of welcome. 

After a brief discussion, the business session for Mon- 
day closed, giving members an opportunity to visit the 
exhibits. 


Tuesday 


Tuesday morning there was a group meeting con- 
ducted by A. Urquhart, of Chicago. Credits and collec- 
tions were the main subjects discussed. “The question 
of outside salesmen was also brought up, showing that 
this method in securing sales is very profitable. In the 
course of the discussion it was brought out that collec- 
tions can be made and skips traced by telephone and 
telegraph at a very low cost. 

Luncheon was served in the Grand Ballroom and 
was followed by an address by J. R. Spiegel, Chicago. 
Mr. Spiegel spoke on “Your Window as a Sales Force.” 

Following the luncheon program, E. St. Elmo Lewis 
conducted a Sales Clinic in the Red Lacquer room. Mr. 
Lewis told of the importance of advertising, and stressed 
the fact that cheap advertising cannot bring in the better 
class of trade. 


Wednesday 


The Wednesday morning session opened with the 
question box. ‘This meeting was conducted by Eliot 
P. Hirshberg, New York. The subjects discussed were 
The retailing wholesaler; Industrial selling; Advertis- 
ing help for retailers by manufacturers; Ethical advertis- 
ing and cost of doing business. 

Following luncheon in the Red Lacquer room, Homer 
J. Buckley, of Chicago, gave an interesting talk on “This 
Problem of Advertising.” He said that customers’ lists 
are gold mines and that 85 per cent of business done by 
established houses is. with old customers. Fifteen per 
cent is lost from forces beyond the jewelers’ control, and 
from 15 to 25 per cent in new customers must be put 
on the list to keep it up to 100 per cent. Inactive 
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satisfied customers must be kept after continuously, he 
said, and urged ethical advertising to put credit buying on 
a higher plane. 

The annual business meeting was held behind closed 
doors, with only members present. Election of officers 
resulted in the reelection of Myer Simon, M. Simon & 
Co., Philadelphia, president; J. L. Freund, J. L. Freund 
& Co., St. Louis, first vice-president; Mrs. Martha 
Michaels, Michaels & Co., Hartford, Conn., second vice- 
president; E. C. Maxwell, Maxwell’s, St. Joseph, third 
vice-president; Charles B. Shaw, Shaw Jewelry Co., 
Dallas, Tex., secretary; Eliot P. Hirshberg, L. W. Sweet 
Co., New York, treasurer. 

The board of directors are: A. $. ODell, Quincy, IIl.; 
H. H. Barr, Barrs’, Inc., Philadelphia; E. I. Kaufman, 
Washington, D. C.; Samuel Gerson, Gerson Jewelry 
Co., Detroit; Sylvan Basch, Toledo, Ohio; A. N. Sla- 
vick, Slavick Jewelry Co., Los Angeles; Leslie Ryer, 
Mace Ryer Co., Kansas City, Mo.; Samuel Posner, 
Posner’s, Troy, N. Y., and Charles F. Baumrucker, 
Jones & Baumrucker Co., Chicago. 

Resolution was passed commending the A. N. R. J. A. 
for employing experienced counsel to combat retailing- 
wholesalers through the Federal Trade Commission. 
The Capper-Kelly bill was also indorsed, and several 
courtesy resolutions were passed. 

After a lengthy discussion as to the 1932 convention 
city, Hollywood, Fla., was selected. The convention 
dates are to be set later by the executive council. 

Both the president and secretary reported a very satis- 
factory year, with 62 new members. ‘Treasurer Hirsh- 
berg in his report showed a very substantial balance in 
the treasury. 

The annual banquet held on Wednesday evening in 
the Grand Ballroom of the Palmer House closed the 
convention. Several hundred members and guests were 
on hand to celebrate. A show, with a cast of about 60, 
was followed by dancing. 

All guests were presented with a beautiful leather 
zipper bag. 
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that we don’t touch. Suppose the job is replacing a 
broken balance staff. Next month the main spring snaps. 

“The customer is indignant. His watch was guaranteed 
to keep perfect time and here it won’t even run! His 
faith in the watchmaker is shaken, partly because the 
watch stopped, but mainly because the watchmaker’s 
word has proved false—so the customer thinks.” 

“But,” Patty spoke up, “it’s very easy to explain to the 
customer that there is no relation between the balance 
staff and the main spring.” 


“le 

f “Is it? You didn’t get very far explaining 
things to that woman a few minutes ago. Nor 
do you have much chance of explaining to the 
quiet customer who simply takes his mainspring 
job to another shop, at the same time crossing 
Patty’s off his mental list of reliable firms. 











y 


“Furthermore, what is perfect time? You and I know 
that, speaking exactly, there is no such thing as far as an 
ordinary watch is concerned. Yet every day we hear those 
words ‘perfect time’ linked up with timepieces of all 
grades as casually as though there were nothing more 
common. 

“In the long run, the more extravagant the guarantee, 
the more it endangers the guarantor’s good will.” 

“As an idealistic dreamer, you are probably right, Old 
Vet,” Patty agreed, “but as I see things, I would never 
have the nerve to inagurate a service charge for every- 
thing done for my customers. Nor would I dare to in- 
form them that henceforth they would have to take their 
own chances on my repair work.” 

The Old Veteran frowned. “Of course, you are over- 
stating both propositions, Don. Be sensible and you will 
agree that somewhere between the extremes of charging 
for every little service rendered and charging for no 
service at all, there is a sane and reasonable course which 
would be more equitable than the present charge-if-they’ll- 
stand-for-it system. 

“Between the extremes of guaranteeing nothing and 
guaranteeing everything there must be a happy medium 
that would be fair to the customer and just to the jeweler. 

“My contention is that both those problems have be- 
come sufficiently important to warrant definite action by 
the American National Retail Jewelers’ Association. 

“T believe a committee should be appointed to outline 
specific ‘standards of practice,’ defining the types of 
service that would be performed free and those for which 
a charge would be made. ‘This committee would also 
limit and define the extent to which repair work would 
be guaranteed. 

“The object of these rules would be not only to make 
better immediate profits possible, but also to increase the 
public’s respect for the reputable jeweler. 

“The A. N. R. J. A. exists for just such functions, to 
put the weight of its authority behind movements that 
are too big for any one retailer to swing. The job of 
changing public opinion is a long tedious struggle requir- 
ing the concerted effort of our best minds.” 

“Your idea has its points, Old Vet,” Patty agreed. 


~~ 
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“Strict codes of ethics have certainly raised the standards 
of all the professions. No reason why the retail trades 
could not do the same. But I doubt if all jewelers would 
agree to the code.” 

“Of course they wouldn’t, and so much the better. 
That is the object of a code of ethics, to make a public 
distinction between the ‘regulars’ and the ‘gyps.’ 

“If held within reason, the principle of guaranteeing 
goods and services is correct. It has raised the dignity of 
the retailer. But it is carried to such extremes that in 
some localities competition has degenerated into a ‘battle 
of guarantees.’ 

“Our National Association can and should stamp out 
every attempt to introduce longer time guarantees into 
the clock and watch business. When one firm breaks 
over the traces others follow and the confusion that re- 
sults has the same demoralizing effect as a price war. 

“Tf a five dollar clock is guaranteed for one year, why, 
says the customer, should not a $25 watch be guaranteed 
for five years? And a $50 one twice as long? 

“The present tendency to raise the guarantee on the 
cheaper lines makes it much harder to sell the better 
grades—where the profit is. 


14 


‘I see no reason for extending the scope of a 
guarantee beyond the customary ‘workmanship 
and materials.’ Any such defects would neces- 
sarily appear in six months—or a year, to be 
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enerous. 
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“Yet in the absence of any definite ‘standards of prac- 
tice’ we jewelers are expected to be responsible for the 
ordinary wear and frequent accidents that happen to our 
merchandise, not only during the life of our stated guar- 
antee, but far, far beyond that. 

“The A. N. R. J. A. has the power, the facilities, and 
the influence to formulate a proper code of ethics which 
would protect the interests of the reputable manufac- 
turer, wholesaler, and retailer. 

“But if we go much further in our present direction I 
should not be surprised to find some manufacturer or 
retailer soon selling watches like burial sites, with ‘Per- 
petual Care, From Now Till Forever.’ ” 





Emerald the May Birthstone 
(From page 71) 
which borders the West Coast of the Red Sea. Emeralds 
are now found in Colombia in South America; in the 
Urals and in Austria in Europe and in South Australia. 
Most of the finest emeralds come from the Muzo Mines 
near Bogota, Colombia. 

The emerald is said to be very soft when first with- 
drawn from the mine but it hardens on exposure to the 
air. 

Among the gems sometimes confused with emeralds 
by the layman are: green tourmaline (which is softer and 
very much heavier) olivines or green garnets (which are 
much heavier) and green spinels (which are heavier and 


harder. ) 
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European Gem Markets 


Lonvon, March 20 (Delayed in the mails)—As a re- 
sult of negotiations between the Diamond Syndicate and 
producing companies, it is estimated that diamond produc- 
tion during 1931 will be reduced by nearly 50 per cent 
compared with that of 1930. Restriction in the diamond 
cutting end of the business already is in force not only 
in the chief centers at Antwerp and Amsterdam, but in 
the lesser cutting centers of such countries as France, 
America, Germany and South Africa. 

This cooperative effort to reduce the amount of dia- 
monds available for the market is bound to have a 
strengthening effect, and real results are predicted for 
the present year in the matter of improvement in the world 
diamond industry. 

The South African diamond industry has shared in 
the universal economic depression. To what extent dia- 
monds have carried their share of smaller business is 
reflected in the current report of the Premier (Trans- 
vaal) Diamond Co. As the directors reminded share- 
holders, patience is necessary to await a revival of pros- 
perity, now regarded with much greater confidence than 
a few months back. The realized profits on Premier 
diamond account for the year ending Oct. 31 last totaled 
only $65,500 compared with $1,366,000 for the pre- 
ceding year. 

A substantial reduction in the output of alluvial dia- 
monds has already been effected and diamond authori- 
ties are more optimistic today than they have been for 
months. 


Lonpon, April 1.—Europe is gradually emerging from 
the clouds of industrial depression that has blanketed 
business conditions for the past 18 months, and the dia- 
mond trade is beginning to feel the benefit arising from 
the improving state of industry and commerce. Pessimism 
has given way to a feeling of confidence which has been 
engendered as a result of the maintenance of trading on 
a higher plane which developed last month. 

Buyers at the diamond centers are appearing in larger 
numbers, especially for small parcels, the consensus of 
opinion now being that in the diamond trade the corner 
has been turned. In the United Kingdom industrial un- 
employment was lowered by 52,000 in the past week, 
which ‘leaves the total of unemployed at around 2,600,000. 

According to Backes and Strauss, the Holborn Viaduct 
diamond house, Amsterdam and Antwerp consider that 
prices are at rock bottom and can only change on an _up- 
ward direction. 

“There have been buyers lately from all parts of the 
world for small amounts of goods,’’ a member of the firm 
informed the JEWELERS’ CIRCULAR this week, “especially 
cheap mélée and sizes at rates which have worked out 
lower than 12 months ago. Smalls also are now found 
to be more salable than thitherto and it is on this fact 
coupled with the impossibility of getting them polished 
at present day rates that producers base the opinion that 
goods cannot get any lower, as owing to pressure they 
have been selling below actual cost of production.” 

The slightly better feeling that was noticeable in Febru- 
ary has been maintained in the diamond trade, the firm 
says, and while the volume of business is not much greater 
pessimism has now been replaced by a feeling of confi- 
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dence. As the firm points out, although the present 
financial crisis has already lasted since the end of 1929 
the diamond trade remains intrinsically sound. Prices in 
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A gem of 123 carats from the Jagfersfontein Mine 


many commodities have fallen to practically pre-war 
rates and diamonds perhaps are one of the few articles 
which have dropped only slightly. 


Paris, April 1.—Under present conditions the survey 
of the Paris market is rather a difficult task. ‘There is no 
doubt that if the market is to be defined as “a place where 
business is transacted,” Paris does not answer the descrip- 
tion at the present time. Our merchants are mainly 
occupied with the troubles of meeting their obligations, 
or of helping others to do so. 

In this connection, the president of the Chambre 
Syndicale (Jewelers Board of Trade) has advised the 
trade that the banks will allow the renewal of 90 per 
cent of the amount of a note as a maximum, requesting 
debtors to pay as much more than the 10 per cent mini- 
mum as possible. 

A recent auction sale has proved that stones and pearls 
still are salable and the prices brought were better than 
could be expected. 


The writer has had occasion to look over the market 
and found that merchandise was far from being offered 
at “panic” prices. The trouble consists in the fact that 
there are no buyers. It is certain that were these goods 
offered at a discount of 40 per cent, there still would be 
no buyers. Retail jewelers are doing some business. The 
output is being curtailed efficiently. ‘The weak elements 
in the market are dropping out slowly but surely. 

On the debit side we find no wholesale buying, shaky 
concerns who may crumble up at any moment and too 
much paper in the banks. On the credit side, the buying 
public, restricted but still existent, the maintenance of 
prices and, above all, curtailment of production. 

The feeling in this market is that we have reached the 
peak and that the end of this year will see a revival of 
great magnitude. 
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ntevesting fects about Mikimoto Pearls 


GENUINE PEARLS CULTIVATED 


WENTY-THREE years of experiment 
were spent by Mr. K. Mikimoto in de- 
veloping a perfectly spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because 
they are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of 
care by the diving girls must follow before a 
sizable pearl can be expected. 


Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 


Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or 
young pearl oysters. 


The pearl culture farms of Mikimoto which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise 
and sell profitably. 


K. MIKIMOTO | 


535 FIFTH AVE NEW YORK 











South Carolina Convention 


CoLumsiA, S. C., April 6.—Members of the South 
Carolina Retail Jewelers’ Association held a one day con- 
vention at the Hotel Columbia, here on March 23. 
Thirty-eight jewelers attended. 

The morning session was devoted to regular routine 
association reports and an address by A. W. Bolles, rep- 
resentative of William A. Rogers, Ltd. 

R. H. Allan, Charleston, was elected president. Other 
officers are: R. W. Muncaster, Florence, first vice-presi- 
dent; Paul Crosby, Spartanburg, second vice-president ; 
J. B. Sylvan, secretary and treasurer. 

The new officers were given authority to appoint the 
board of directors and the following was selected: L. 
A. Hall, retiring president, Beaufort, chairman; W. S. 
Allan of Charleston; L. J. Farmer, Spartanburg; Gustaf 
Sylvan, Columbia, and Gaston Albea, Aiken. 

J. B. Sylvan was elected as a delegate to the A. N. R. 
J. A. convention in Detroit, and accepted on condition 
that he go if matters came up that would make it neces- 
sary for him to be there. 

At the afternoon session Harry G. Matthew, regional 
vice-president of the A. N. R. J. A., made an address on 
national association work. 

The 1932 convention will also be held in this city but 
no date was selected. 





Maiden Lane Historical Society to Celebrate 
Twentieth Anniversary 


To celebrate its 20th year, the Maiden Lane Historical 
Society will hold a luncheon, Saturday, April 18, at 12.30 
p. m., at the Chamber of Commerce, Liberty St. and 
Liberty Place, New York. ‘The luncheon will be com- 
plimentary to the members. Representatives of various 
prominent organizations devoted to different streets and 
localities, such as the Fifth Ave., etc., will attend. An 
excellent program of entertainment has been provided. 


The luncheon was finally settled at the annual meet- 
ing of the organization, which was held at the rooms 
of the Jewelers 24 Karat Club, 15 Maiden Lane, Thurs- 
day, March 26, at which time officers were elected as 
follows: President, John W. Sherwood; vice-presidents, 
Henry Abbott, Alpheus L. Brown, George Fahys, George 
F. Kunz, Harry C. Larter, and G. H. Niemeyer; secre- 
tary, Edwin H. Dean; treasurer, Leo Wormser, and 
historian, Albert Ulmann. ‘The trustees elected were: 
P. J. Coffey, I. W. Cokefair, H. H. Dillingham, Frank 
Jeanne, W. N. Kahn, August Oppenheimer, Leo Reich- 
man, Wm. I. Rosenfeld, M. D. Rothschild, William 
Post Sackett, Frank T. Sloan and T. Edgar Willson. 


During the course of the meeting, 12 members were 
dropped and the resignation of eight accepted. The 
organization which, 20 years ago started with 30 mem- 
bers, now has about 192 men. 

The annual meeting ratified the action of the directors 
in arranging for the publication in book form of ‘“The 
History of Maiden Lane,” by Albert Ulmann, which 
originally appeared serially in THe Jewevers’ Cir- 
CULAR. The history will be brought up to date and will 
contain a brief history of the activities of the Maiden 
Lane Historical Society from the time that it erected its 
first tablet in 1911. 
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Ring Design 
U. S. Patent No. 82,243 


NATIONALLY ADVERTISED 


Diamond- Heart Ring 


Unique designs and quality construction are 
back of Diamond-Heart Wedding rings. 
Made in Platinum and 18K White Gold, 
full diamond set, or partly set; also 
may be had carved without dia- 
monds. Write for an interest- 
ing catalogue and prices. 





Sole Manufacturers 
of the D-H Ring 
U. S. Patent 
Des. No. 70,209 


THE DIAMOND-HEART CO. 


MAKERS OF JEWELRY SINCE 1907 


62 W. 47th Street New York City 
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Emeralds — Catseyes 
Rubies Star Rubies 
Sapphires Star Sapphires 
Chinese Jade Black Opals 


Aquamarines and other 


Precious Stones 


AMERICAN GEM & PEARL CO. 


SIX WEST FORTY-EIGHTH STREET 
NEW YORK 

















Precious Stone Dealers Elect Officers 


The annual meeting of the Precious Stone Dealers 
Association, Inc., was held on Thursday evening, March 
19, at the Hotel Manger, New York. 

Election of officers took place with the following re- 
sults: President, Isidor Lassner ; vice-president, Lawrence 
E. Mulligan; secretary-treasurer, Leopold Nathan; direc- 
tors, Milton Belgard, Phillip Fried, Arthur Lorsch, 
Edward Starke. 

At that meeting a plan was outlined for the ensuing 
year and will shortly be presented to the trade through 
the trade papers. “[wenty-one firms were represented at 
this meeting, and it was the consensus of opinion that 
this meeting accomplished more than has been realized 
during the entire life of the industry. 





Westchester Retailers Hold Meeting 


The Westchester County Retail Jewelers Association 
held its regular bi-monthly meeting in Mount Vernon 
on the evening of March 19, with P. J. Coffey, presi- 
dent of the National Jewelers Publicity Association, as 
guest speaker. Mr. Coffey gave an address dealing en- 
tirely with the jeweler and his problems. 

In addition to an enthusiastic group of local jewelers, 
the following were present: Edward Lilley, president 
American National Retail Jewelers’ Association; Tinley 
Combs, Omaha, and William McNeil, Utica, N. Y., 
regional vice-presidents A. N. R. J. A.; Charles T. Evans, 
national secretary; Samuel Feldman, vice-president New 
York State Association; President Phineas Peters and 
a delegation of Brooklyn jewelers; President Schneider- 
man and a delegation of Bronx jewelers, and President 
Edward H. Hufnagel of the Horological Institute of 
America. 

The next meeting will be held in New Rochelle, May 
14, and will include the ladies. 





Texas-Louisiana Convention, April 13 and 14 


Datias, Tex., April 9.—A splendid attendance for 
the annual convention of the Texas-Louisana Retail 
Jewelers’ Association is anticipated, according to an- 
nouncement from the office of L. P. Tully, Dallas, presi- 
dent. A two-day session of Texas and Louisana retailers 
will be held at the Baker Hotel here, April 13 and 14. 

Among the entertainment features will be a banquet 
and dance at the Baker Hotel, Monday evening, April 
13. A varied and extensive showing of jewelry exhibits 
has been arranged. Members of the Retail Jewelry 
Salesmen’s Association will have charge of the banquet. 

Among the speakers will be Joseph Leopold, of the 
U. S. Chamber of Commerce; W. E. Port, assistant 
general manager, Illinois Watch Co., Springfield, IIl.; 
R. W. Bowles of Wm. A. Rogers Co., Niagara Falls, 
N. Y.; A. F. Eisenbeiss, representative of National 
Jewelers Publicity Association; C. A. Meeley of the 
Hadley Co., Providence, R. I. 

Educational pictures of the Illinois Watch Co. and a 
promotional film of the Gorham Co. will be shown. 

The second day of the convention will be devoted to 
discussion of business problems of the jewelry trade and 
to the election of officers for the Texas-Louisiana organ- 
ization for 1931. 
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The Gift To Her Fiance 
THE STAR SAPPHIRE RING 





GEMS OF FASCINATION 


The bestowal of a gift upon her betrothed by the fiancée is a charming 
custom that breathes the romantic spirit of the engagement period. The Star 
Sapphire Ring is suggested as being a particularly suitable gift for this occasion. 


An extensive line of Star Sapphire ss = 
men siemens cuff links and dres. 


Louis N. Marx 


551 FIFTH AVENUE NEW YORK 

















WHITELAW BROTHERS 


68 NASSAU ST., NEW YORK 


WILL LOCATE AT 
48 WEST 48th STREET 


ON OR ABOUT 


MAY Ist, 1931 


DIAMONDS PRECIOUS STONES 























Mass. and R. I. Retail Jewelers Convene 
at Boston 


Boston, Mass., April 3.—Much interest was mani- 
fested in the 17th annual convention of the Massachusetts 
and Rhode Island Retail Jewelers’ Association, at the 
Statler Hotel, March 24 and 25. 

An innovation introduced at the convention was the 
elaborate display by a large group of New England 
jewelry manufacturers who occupied the entire fourth 
and part of the fifth floor. It was announced at the 
sessions that nothing was for sale, being only an exhibit 
introducing the new lines. 

The business of the convention was opened ‘Tuesday 
morning by C. J. Gidley, president of the Massachusetts 
Retail Jewelers’ Association, who delivered his message 
outlining the work of the organization in the past year. 

The second speaker on the program was Ray M. Hud- 
son, Industrial Executive of the New England Council 
and Secretary of Council’s Industrial Committee. He pre- 
dicted an upswing in business based on reports from com- 
petent authorities. 

Secretary Louis S. Smith made a membership plea and 
the meeting adjourned to inspect the exhibits of the man- 
ufacturers. ‘The afternoon business session, the most im- 
portant of the convention, caused a stir among the jewel- 
ers present when a three way plan, “The New Relation 
in Our Industry,” was presented. 

P. J. Coffey, president, National Jewelers Publicity 
Association, whose address, ““The Jeweler and His Op- 
portunity” covered the work of the association. 

At the evening meeting a motion picture, “Silver Heir- 
looms of Tomorrow,” was a liberal education in the man- 
ufacturing of silverware from the ore to the finished 
product. The picture was introduced by Paul Donelan, 
advertising manager of The Gorham Co., Providence,R.I. 


Wednesday 


Wm. D. McNeil, regional vice-president A. N. R. 
J. A., was the first speaker at the Wednesday morning 
session. His subject, “Activities of the National Associa- 
tion,” outlined the benefits jewelers derive from member- 
ship in the organization. 

It was announced by Charles T. Evans, secretary of 
the A. N. R. J. A., who spoke on the “Retail Jewelry 
Survey,” that the complete report would be compiled and 
released in booklet form by the Department of Commerce 
about July. 

The final speaker was Frank Palmer Speare, president, 
Northeastern University, whose address “Facing the 
Facts” contained pertinent business observations. 

The following officers and executive committee were 
elected at the afternoon session: Louis S. Smith, Beverly, 
president; James Kingman, Boston, first vice-president ; 
A. H. Abbott, Lowell, second vice-president; Alonzo T. 
Wonson, Fall River, secretary, and Frederic W. Bird, 
Boston, treasurer. 

The executive committee is as follows: W. G. Thurber, 
Providence, R. I.; Hollis S. Howe, Concord; W. F. 
Rainey, Pittsfield; C. J.” Gidley, New Bedford, and 
Arthur K. Smith, Woburn. 

The convention concluded with a banquet in the 
evening; DeWitt G. Wilcox addressed the members on 
“What Kind of a Jewel is an After Dinner Speaker ?” 
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SPORT 
WATCHES 





The vogue for SPORT WATCHES is 
now in the ascendency and these exquisite 
examples of the watch makers’ art by 
ZENITH have gained a place in the 
stocks of the best jewelers. These watches 
are fitted with the celebrated ZENITH 
movements which have attained the 
highest time-keeping perfection—a com- 
bination hard to excel. 


ZENITH WATCH COMPANY 


INCORPORATED 
64 West 48th Street, New York, N. Y. 


POCKET WATCHES, WRIST WATCHES, 
CLOCKS 








91 





Pama 


eT an CED 


a 


PN eC eg 


92 


THE JEWELERS’ CIRCULAR 





May, 1931 


























Black Onyx 
Lapis Lazuli 
Amethyst 
Topaz 

Stone Cameos 
Moonstones 
Chinese Jade 
Turquoise 
Coral 























ANT IQUES 


ARTISTIC “CREATIONS 


The Vogue for antiques enters the realm of 
jewelry—and there is something intriguing 
about jewelry of another age. It has a back- 
ground. It has been admired in other days and 
lends a touch of romance to the wearer. From 
our knowledge of genuine antique jewelry we 
have been able to produce a line of artistic cre- 
ations using a touch of the antique—enamelled 
settings—old mine diamonds—genuine semi- 
precious stones. 

















WE ALSO CARRY A COMPLETE STOCK OF 
GENUINE ANTIQUE PERIOD JEWELRY 














Necklaces | 
Bracelets 
Brooches 
Rings 
Pendants 
Lockets 
Earrings 
Matched Sets 





























LEO ELWYN & Co.,, INC. 


23 West 55th Street 


NEW YORK 















































THE DIAMOND INDUSTRY IN 1930 
Important Survey Prepared for the N. J. P. A. 


Newark, N. J., April 3.—Despite the world-wide 
depression the diamond industry has successfully con- 
trolled its production and maintained its prices. The dia- 
mond production for 1930 was approximately 6,997,000 
carats valued at about $56,928,000 which was 4.8 per 
cent less than for 1929 as to weight and 22 per cent in 
value. The unexpected length and severity of the de- 
pression has accumulated a rather large stock of diamonds 
in the hands of the Diamond Syndicate. The brokers and 
jewelers have been cautious and their stocks are low. 
The surprising stability of prices and rigid control of 
production are believed to be without parallel in any 
other world-wide industry. These statistics are supplied 
in a detailed report of the diamond industry by Sydney H. 
Ball, the eminent diamond mining geologist and engineer 
to the National’ Jewelers’ Publicity Association of this 
city and just issued by that association. Among other 
points noted are the following: 

The intensive prospecting for diamonds in the past 
five years has not disclosed any diamond fields of im- 
portance and the chances of such discoveries become less 
likely each year. The yield of the Lichtenburg fields is 
steadily decreasing, while that of the Namaqualand fields 
has passed their peak, thus removing a serious menace of 
over-production. 

The South African Government, the mine owners and 
the Diamond Syndicate are now in complete accord as to 
the methods of stabilizing the industry. The Govern- 
ment not only owns fields of its own, but has an interest 
in the profits of practically all the South African mines 
and absolutely assures control of diamond mining and 
maintenance of prices in the future. 

The diamond sales to American jewelers during 1930 
appear to have been about one-third less than in 1929. 
The price of fine goods has been relatively high and firm, 
though there has been a slight decrease in inferior grades. 
Since the diamond stocks of jewelers are low, the trade 
finds itself in a favorable position to meet the unusual 
conditions. 

During the past year several large diamonds of fine 
quality have been discovered. A magnificent 202 carat 
stone was found in September in South Africa. Another 
diamond of good shape and quality weighing 133 carats 
was found in the Orange River diggings, which was sold 
for nearly $50,000 or over $335.00 a carat. In both cases 
the finders of the stones were practically destitute. 

The outstanding events in the diamond industry in 
1930 have been the demonstration to the trade of its 
ability to stabilize prices in the face of the severe and 
continued financial depression. 

The discovery of the alluvial fields in South Africa 
which have yielded an immense wealth of diamonds, 
threatened at first to disturb prices. It is now found 
that these sources of supply have passed their peak of 
production and the product is absorbed without affecting 
the market. 

The diamond industry throughout the world is weath- 
ering the financial storms with remarkable success. The 
diamond, almost alone among the standard commodities 
has maintained its market price and remains probably the 
most dependable security in the world except gold. 
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Round and Fancy 
Shapes 


All Sizes. Memo 
Selections Sent 


on Request. 


CHICAGO, ILLINOIS 
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RARE 
PRECIOUS STONES 
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PEARLS, EMERALDS, 
SAPPHIRES, RUBIES 


PERMANENT OFFICE IN THE 
UNITED STATES 


L. SCHIPPER 
New York, N. Y. 
Phone BRY { 305. 


62 West 47th St. 
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JULES JURGENSEN~—PAUL VALLETTE 


Split-Seconds 










Chronographs — Timers 





SOLID GOLD—FILLED AND NICKEL 






SOLE AGENTS 


HENRY FREUND & BRO. 


20 WEST 47th STREET, NEW YORK 











DANIEL LEKER 
MANUFACTURING JEWELER 


FORMERLY 


C. V. DOUGHERTY CO., INC. 
7-11 W. 45th ST. 
NEW YORK CITY 


Seed Pearl Jewelry 


SPECIALIZING IN REMODELING 
AND SPECIAL ORDER WORK. 








“TOKIO” PEARLS 


GENUINE PEARLS CULTURED 


DIRECT FROM FISHERIES 
MOST COMPLETE STOCK IN AMERICA 


ZIRCONS 


ALL SIZES — GOLORS — SHAPES 
GENUINE ROCK CRYSTALS 
NECKLACE CHOKERS 


PAPAZIAN BROTHERS 
DIRECT IMPORTERS 
DIAMONDS, PEARLS, PRECIOUS STONES 
2 West 46th STREET, NEW YORK, N. Y. 























Today silverware is found in 

millions of homes. New uses 

as a pleasing adornment and 

as a necessary convenience 
build sales. 





















Let Her Choose Her Own Silverware 


Srotistics show that 
more than 50 per cent of the silversmiths’ wares are sold 
to or for the brides of today. June is the traditional 
month of brides and, with the graduation season, gives 
an impetus to the retail jewelry business which should be 
developed in every direction. 

P. J. Coffey, president of the National Jewelers Pub- 
licity, in an address before the convention of the Massa- 
chusetts Retail Jewelers’ Association at Boston in March, 
called attention to this fact and said that since silver 
reigns supreme as a favorite gift for the bride at any 
season of the year, it forms an essential part of what 
might be termed her home-making tools. _, 

“It is but natural” declared Mr. Coffey, ‘that she her- 
self should prefer to select its design. This modern way 
of doing things means greater appreciation of gifts and 
the spirit of giving. 

“Silver, however, is by no means limited to the dining 
room; for the table in the hall what could be lovelier 
than the candlesticks with a flower basket or a bowl of 
similar design between? 

“As for the bride’s boudoir, dainty silver mounted 
toilet sets and bottles with clock and candlesticks and pic- 
ture frames are legion and we should not be unmindful 
that there are equally attractive silver mounted furnish- 
ings for the groom’s toilet as well. 

“These and many other similar thoughts can be con- 
veyed to your customers by lectures illustrated by slides 
and films, showing early and modern designs as well as 
modern methods of production, all of which will help 
bring the jewelry store and its merchandise into closer 
contact with the public. Your customer looks to you 
for guidance in the selection of the gifts for the wedding 
as well as for the anniversaries, birthdays and other cele- 
brations, all of which mean more sales and quicker turn- 
over.” Said Mr. Coffey. 

Today silverware is found in millions of homes 
throughout the world. With the development of modern 
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industrial methods, silverware has become democratic. 
At the same time the beautiful designs of the past have 
been reproduced and new designs of high artistic excel- 
ence are being widely distributed. Every new home de- 
mands new silverware. Silverware is being purchased 
today to carry out the particular period design of the 
dining room. Damask linen is used in this setting. 

Silver plates and dishes have regained their importance. 
The pendulum of fashion has swung back to the more 
elaborate use of centerpieces. Candlesticks again find a 
place in the modern home and this demand for and ap- 
preciation of fine silverware surely should mean more 
business for June weddings and from brides of other 
months as well. 


Foe centuries silverware 
was used exclusively by people of wealth. Today silver- 
ware is found in homes of every nation throughout the 
world. It is a joy to the owners and an heirloom to be 
handed down to posterity. 

The native American silversmith appeared very early 
in the history of this country and quickly made a place 
for himself. Long before the Revolution silversmiths 
had built up an important industry. The center of this 
art in the early days was Boston and the earliest designs 
were the forerunner of the development of the American 
art in silversmithing. So beautiful and distinctive were 
their designs that today, two centuries later, they are still 
cherished for their beauty of design, fine workmanship 
and lasting qualities. To the romance and history may 
b2 added the new uses and the popularity Sterling silver 
has achieved as a highly important utility and decoration 
in the homes of the 20th century. 

Little wonder then can there be that silver with such 
long centuries of traditions should not only offer most 
pleasing adornment for the attractive, artistic homes of 
today, but also demands recognition as a necessary con- 
venience. 
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AVING purchased the McChesney Division of Reed & Barton 

Company of Taunton, we are pleased to inform our valued cus- 
tomers that the sterling Toiletware and Novelty products bearing the 
McChesney Company trade mark, will now be produced by Gorham Mas- 
ter Craftsmen. § These distinctive items will now be shown by Gorham 
representatives together with the regular Kerr lines. § The combining of 
these two outstanding lines will merely serve to increase the recog- 
nized merit, beauty and workmanship which has always prevailed in 
both. § The prompt efficient service, you have been accustomed to 
receive, will be improved where possible. The continuation of the 
valued patronage given either company in the past is cordially solicited. 


All orders should be directed to 


The GORHAM Co. 


PROVIDENCE, R. I. 













































by the experts of the Department of Commerce of other 
information vital to each and every wholesale jeweler. 

A special section of the questionnaire is devoted to the 
important question of credit and discount terms. The 
information under this head is called for with respect to 
both vendors and purchasers in order that an idea may 
be formed of the extent to which the wholesaler under 
present conditions is financing the entire jewelry industry. 

Another point of considerable interest relates to the 
investment of the wholesaler in his business; from the 
replies it will be possible to judge approximately how 
much of an investment is required to run the average 
jewelry wholesaling concern, and what, in general, is the 
ratio relation between investment and volume of sales. 

As rapidly as the questionnaires are returned they will 
be tabulated by the Department of Commerce, and when 
complete the results will be subjected to close analysis by 
the department’s trade specialists. Upon the completion 
of the study the statistical data obtained, together with 
the general conclusions drawn from it, will be issued in 
the form of a Government report. Every effort will be 
made to present the material in readily understandable 
terms and in a form which will be easily applicable for a 
comparative study of the operations of a single business. 

The information which is being sought in the Whole- 
sale Jewelry Survey is to be considered by no‘ means in 
the light of a duplication of that requested in the Census 
of Distribution. Much valuable information is being 
brought out by the Census of Distribution, but it would 
be impossible to obtain from it the data necessary to at- 
tain the principal objectives for which the Wholesale 
Jewelry Survey is designed. 

The first of these specific aims is the determination of 
definite standards of performance by the aid of which 
each wholesale jeweler may appraise the effectiveness of 
the operations of his individual concern. The application 
of such standards, as a result of surveys in other lines, 
has proved of great practical value because of the way 
in which the attention of the merchant or manufacturer 
is focused upon the elements of his costs or operations 
which are out of line. Judging from the other surveys 
the department has conducted, the utilization of the 
standards of performance will give the wholesale jeweler 
very definite, practical suggestions for increasing the eff- 
ciency of his individual enterprise. 

The achievement of this first objective of the survey 
will depend for its effectiveness very largely upon the 
completeness of the cooperation of the wholesalers in 
making their reports. If a sufficient number of returns 
are received to make it possible, a result which has been 
achieved in other surveys, the data will be classified both 
according to geographical areas and by size groups based 
on the volume of sales. Such classifications will result 
in a series of yardsticks directly applicable to the indi- 
vidual concern in measuring its performance in terms of 
the standards for other concerns of its size or location. 

The survey will have for its second immediate objec- 
tive the ascertainment of a body of general facts con- 
cerning the marketing of jewelry which will aid the 
wholesalers as a group in the formulation of group poli- 
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cies and activities conducive to more effective distribu- 
tion of their products. While recognizing clearly the 
importance of individual thought and initiative in the 
industry, it is nevertheless true that better coordination 
and a higher degree of standardization are possible along 
certain lines which will help to reduce the uncertainty 
pertaining to jewelry merchandising. 

So valuable is this survey considered by some mem- 
bers of the trade that they have agreed to go much far- 
ther than supply merely the data requested in the gen- 
eral questionnaire. They have undertaken to give de- 
tailed information which will require several days for 
them to obtain. This data will pertain to more detailed 
aspects of the distribution problem than are covered by 
the general questionnaire. This special phase of the 
study will deal primarily with problems related to the 
profitableness of orders of various sizes, customers, terri- 
tories, and lines of goods handled. 

The willingness of these wholesalers to spend the large 
amount of time necessary to obtain the data for this spe- 
cial phase of the study, which will be of value to all 
wholesalers, should stimulate all wholesalers to extend 
their full cooperation in so far as the general question- 
naire is concerned. 

No wholesaler need have the slightest hesitancy about 
making his return through fear of any disclosure of his 
own operations. All individual reports will be held com- 
pletely confidential. Questionnaires will be returned 
direct to the Department of Commerce and will be han- 
dled entirely by officials of the Department of Commerce. 
No access to the returns will be permitted to any pri- 
vate agency nor to the representatives of any other Gov- 
ernment department. As soon as the returned question- 
naire has been received, the identification coupon will 
be detached; the questionnaire will then become simply 
an anonymous part of the general pool of data from which 
the facts concerning the industry are to be obtained. 

As previously pointed out, the survey, while primarily 
an analysis of the wholesale jewelry trade, is also an 
integral part of the study of the whole jewelry industry. 
The report pertaining specifically to the jewelry whole- 
salers will therefore do more than cover merely the 
wholesaling data obtained in the Jewelry Wholesale 
Questionnaire. It will also contain comparative data 
showing the relation between the information obtained 
in the wholesaling survey and that obtained in the jewelry 
retailing and manufacturing studies. This will render 
the report of particular value to wholesale jewelers; 
within one report will be contained specific, unquestion- 
able facts pertaining not only to themselves but their 
sources of supply and their customers. 

The fact cannot be overemphasized, however, that the 
benefit of the survey to all concerned is directly dependent 
upon the extent of the cooperation obtained from all 
jewelry wholesalers in the country. Every report that 
is returned will add just that much to the completeness 
and accuracy of the picture to be gained of the whole- 
saling industry and of the industry’s importance as the 
central, connecting cog in the mechanism of jewelry dis- 
tribution. 
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Things that make a jeweler—A Jeweler 


N THESE DAYS of featuring out-moded brass beds marked down to $4.39 and fancy fringed 
lamp shades for 98c one might think that the public has lost its taste, and that style, art 
and craftsmanship were on the toboggan for a fast ride to oblivion, never to return. 





This, however, is simply business’ own temporary complex in the present struggle for 
sales volume. But people’s taste and culture do not deteriorate over night. Just let pros- 
perity peep over the horizon and those of means, culture and refinement will again gratify 
their inherent desire for real beauty and correct style, the same as heretofore. Cheapness 
among well-placed people has no temptation at any time. 


Through all the ages the Jeweler has been a connoisseur of art and craftsmanship and good 
taste in gems and precious metals. His business is built upon his integrity, and his ability 
to iend able counsel in matters of design in products of sound and lasting value. 


In the merchandising of solid silver tableware the better Jeweler knows that his responsi- 
bility does not rest merely in the pointing out of the stamp “Sterling.” He knows that his 
discriminating clientele is, to-day, concerned about style and correctness of design and the 
appropriateness of pattern to the decorative ensemble of the dining room. 


TREASURE Solid Silver is created for these better Jewelers and their discerning customers. 
TREASURE patterns are correctly designed and appropriately styled for the finest of [ae LT 
present-day homes, and are always found reasonably priced commensurate with the design, 
craftsmanship and finish. TREASURE patterns can be recommended with the assurance 
that they will always remain in excellent taste, and reflect credit on the store that sells 
them in all the years to come. 
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Exhibit of Old English Silver 


Cuar.eston, S. C., April 6—The showing of old 
English hallmarked silver and old Sheffield plate from 
the Brainard Lemond silver collection which opened re- 
cently at the Heywood House on Church St., attracted 
several thousand Charleston citizens. The display was 
put on by the Robert E. Lee Memorial Foundation. 

In this exhibit from the vast collection will be found 
some of the finest examples of the silversmith’s art, 
representative of the wealth and culture of its time. 
There are fine Queen Anne and early Georgian pieces, 
coffee pots, tankards, and patens—the simple design and 
faultless execution of which place them among the items 
of outstanding interest. The majority of the pieces, 
however, belong to the reigns of George II and III, and 
include old urns and tea and coffee services, entrée dishes 
with hot water compartments, platters, soup tureens, wine 
coolers, punch bowls, and candelabra, many of them em- 
blazoned with the arms of the former owners. 





Joins Jewels and Fashions in Spring Revue 
(From page 49) 


our first effort much publicity was used in the promotion 
of the idea. Besides the daily newspaper ads, we used the 
Sunday roto section. Direct mailing pieces were sent 
to our entire list of customers inviting them to attend. 

“The style revue was staged right in the store. Some 
of the mannikins were society girls and this added to the 
prestige of the affair. The attendance was practically 
3000. 

“While it was possible to promote the fashion coordina- 
tion idea in our advertising, it could not have created the 
interest nor the forcefulness that the spring exhibition 
did. We feel that this event will have a very definite 
effect in promoting business, especially being timed just 
before Easter. ; 

“In conclusion, we believe that there remains no doubt 
in anyone’s mind that this store is alert to the fact that 
style is tied up very closely with jewelry, as proved by 
this presentation.” 

The window, store and case displays were as elaborate 
as any ever seen in a jewelry store and decidedly far in 
advance regarding the displaying of full figured models. 
Immediately at the entrance of the store, in a boudoir 
setting, was a full figure in a black lace gown, with shoes 
to match and jewels in proper taste. Another full figure 
in front of the costume jewelry case was correctly jeweled. 
A reclining figure in a case was gowned in green and 
displayed diamonds and emeralds. 

The display windows were tastefully handled. Original 
mat _cial, both drawings and photographs, from a leading 
style magazine were displayed, tying in their authority 
for the acceptance for this style trend, and that fashion 
note. Fresh flowers added to the displays, but more im- 
portant was the authoritative information neatly en- 
grossed on a card accompanying each showing. 

Here are a few—excellent copy, smartly worded. 
“One good bracelet is better than three fair ones, and 
one excellent brooch more important than all.” ‘“Some- 
times, a whole ensemble seems gathered around one jewel 
—a marvelous brooch, a necklace or one superb bracelet.”’ 
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Remarkable Downward Revision of Prices 


These are the most extraordinary reductions ever 
associated with sterling silver of established merit. 
These unparalleled prices will be in force only dur- 
ing the present market condition. Complete tea 
and dinner services to match. 


Tea Spoon Medium $10.00 Doz. 
Medium Forks 24.00 ” 
Medium Knives 21.00 ” 
Oyster Forks 11.00 ” 
Salad Forks Ind. 15.00 ” 
Bouillon Spoons 14.00 ” 
Cream Soup Spoons it 
Butter Spreaders 12.00 ” 
Ice Cream Forks 15.00 ” 
Ice Tea Spoons 18.00 ” 
Sugar Spoon 1.25 Each 
Butter Knife 286 * 
Cream Ladle 2.25 ” 
Gravy Ladle OS es 
Olive Fork ls * 
Lemon Fork cee 


Retail Prices—Subject to Discount 


Matching odd pieces in 
Sterling Silver our Specialty 


The Schofield Company 


Designers and Makers of Sterling-Silverware 
Joseph D. Little, Manager 


Baltimore, Maryland 
Established 1871 
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At ICID wa 


WATSON STERLINGEY 
earn 
QUICKER PROFIT 






You ean gain Class-A customers with Watson’s newly an- 
nounced PRIVATE SILVERSMITH SERVICE. 


For the highest type of metropolitan jewelers 
this consultation service is actually creating 
large-profit sales with no increase in inven- 
tory. Ask our salesman or write us. 


There’s a New Watson Pattern coming. It’s “Super-Ster- 
ling’’ for Sales! 


Watson-mark table silver fits three definite 
modern markets. For one of these markets 
the new pattern is close to perfection in de- 
sign, quality and super-selling appeal. Ask 
our salesman or write us. 


New “‘selling features’’—bigger list of quality 
magazines—greater public recognition of 
Watson-mark craftsmanship—new ideas and 
new advertising counsel! No wonder trade 
gossip is saying, ‘“‘Watch Watson!’’ 


3 Watson Sterling’s new 1931 national advertising has begun. 


High standards of craftsmanship. creative ability and 
new ideas give Watson-mark Sterling unsurpassed capac- 
ity to make money for alert jewelers. It does turn over! For 
quick service write or wire the home office. 


THE WATSON COMPANY, Attleboro, Mass. 


New York City Los Angeles 
347 Fifth Ave. Chicago 643 So. Olive St. 
37 So. Wabash Ave. 


{ 














Newark Electro-Platers Discuss Important Sub- 
jects and Hold Annual Banquet 

Newark, N. J., April 11—The Newark branch of 
the American Electro-Platers Society will hold its annual 
banquet tonight at 7 o’clock, at the Elks Club, 1048 Broad 
St. "After the banquet there will be dancing and a pro- 
gram of entertainment arranged by the banquet commit- 
tee of which William F. Harrison, vice-president of the 
society, is chairman. 

Prior to the banquet, this afternoon at 2.30, there 
will be an educational session at which Philip Sievering 
will preside, and the four papers scheduled are all of 
interest to jewelers. 





Mothers’ Day One of Jeweled Sentiment 
(From page 53) 


in increasing the appreciation for your store. The unit 
sale naturally would not be large, but this contact if 
carefully developed offers future business possibilities. Use 
your customer list for direct mailing pieces or secure 
through a listing company the names of possible customers 
in your immediate neighborhood. Select a number of 
items and have a folder printed to be distributed either 
by mail or by boys, if you have no list. 

More important to a majority of jewelers are their 
windows. ‘These can be used to effectively merchandise 
many articles as well as portray a sentimental atmosphere 
which will arrest the attention of those passing your store. 

Use a picture of some sort symbolizing mother. Build 
your display around a portrait of a mother or a repro- 
duction of a painting. Give dignity to the arrangement 
of the merchandise, but be sure to have price tickets on 
or near the merchandise if it is a selling window. A 
window designed for prestige is another problem and 
should be carefully planned with this purpose only in 
mind. 

b 

For those jewelers who are unable to secure the 
proper kind of photograph, one is reproduced in this 
issue of THE JEWELERS’ CIRCULAR that can be 
cut out and placed in a frame or mounted on card- 


l board and used as a centerpiece for a window display. J 
~ A 














The gift that shares its sentiment through the years 
wins approval of many and practically every item sold 
in jewelry stores meets this requirement. This can be 
emphasized in the selling appeal but must not be exagger- 
ated. A wider selection of articles is also important to 
many. 

Appearance and reputation scores heavily in making a 
choice and the fact that a gift comes from a jewelry store 
adds much to its value. No retail store has the prestige 
for fine things that the jeweler enjoys and this can be 
capitalized if it is skillfully handled. 

No doubt many stores have been and will plan an 
aggressive ‘“Mothers’ Day” selling campaign in their com- 
munities, but for those who have failed to recognize the 
importance of the occasion, some attempt should be started 
this year to secure a part of this business... Do something 
to invite this gift business to your store. 
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Silver positively cannot 


E. & A. Gunther Co., Limited, Brantford, Ontario, Canada 
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tarnish in these... 


ROOF 


CHEST 





SILVERSEAL 


ARNISH 


SILVERWARE 





Patent No. 1791594 





Advertised in and guaranteed by 
Good Housekeeping,and approved 
by several thousand users 


You will be surprised 


if you will make a window display, and 
run an ad in your local paper, how many 
women there are in your community who 
are looking for something in which to 
keep the silverware they already have 
from tarnishing. 

THESE CHESTS ARE NOT TO DISPLAY SILVER IN 


Write for catalogue and prices 


Associated Silver Company 


4452 Ravenswood Ave., Chicago, also 
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DESIGNS 
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STERLING 
CRAFTSMANSHIP 
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STERLING 
REPUTATION 


* 


PROFITABLE 
MERCHANDISE 
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The products and policies of this organization are based upon a full 
appreciation of the local reputation of the retail jeweler. Our reputa- 
tion is tied inseparably with his. Smith Fine Sterling has always re- 
flected those qualities of the silversmith’s craft that appeal to jewelers 
who enjoy the finest clientele. Illustrated Flat and Hollowware Price 
Lists will gladly be sent upon your request. 


FRANK W. SMITH, Ine. 


MANUFACTURERS OF STERLING SILVERWARE 
GARDNER, MASS. 
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Worth While Windows 
(From page 65) 


consciously or unconsciously by an unnatural disposition 
of articles. 


eS Wat colors are most 


appropriate for permanent drapery in a jewelry store 
window? Is the monotone scheme best? Should the 
display trays be finished in the same tint as the drapery 
or does contrast make a better effect? Should draperies 
be changed for the different seasons? 


Answer. Color of the drapery should be determined 
by the woodwork and other permanent fixtures. The 
whole ensemble should form a harmonious background 
for the display of jewels. The wood tones in fabrics 
are perhaps best suited to this purpose, though dark rich 
colors may also be used to advantage. There should be 
a gradation in the tone-scale from dark to light in wood- 
work, draperies and display trays. For example, French 
walnut woodwork, pale old gold draperies and ivory 
display trays. “The monotone scheme throughout is prac- 
tical and inoffensive but it lacks distinction. 

The display trays should not contrast with the 
draperies; their purpose is to set off the jewels, and to 
be as inconspicuous as possible. Ivory covering for dis- 
play trays and neck forms is rather generally accepted 
as being the color which most closely resembles milady’s 
fair skin. French gray is likewise used because it is 
flattering to diamonds. 

Texture and quality should be mentioned in connection 
with draperies and display tray covering. All accessories 
to a display should be as fine in their way as the jewels 
are in ‘their way. Damask, brocade, velvet or other rich 
fabric for draperies and velvet or silk for display trays 
and forms. 

It is especially desirable to change the draperies in the 
late spring and summer months if this is possible. 
Draperies of cretonne, provided the pattern is small and 
inconspicuous, are a refreshing change. Silk pongee in 
light grayed tones is also pleasing and inexpensive. 


ee Which is best: a mass 


display showing many lines, or a concentrated display 
accenting one or two objects? 

Answer. It is never good policy to show unrelated 
lines of merchandise in the same display. The mind of 
the average passerby can absorb only one idea at a time. 
It is for this reason that a display comprising one definite 
idea, conveying one striking message, is conducive of 
best results. This does not mean that only one piece of 
jewelry should be shown at a time, but all the pieces 
shown should relate to one idea. For example, jewelry 
for formal wear would include necklaces, bracelets, rings 
and earrings in precious stones, and might even include 
formal jewelry for men. But it would not include sport 
jewelry. 

Every display should be based upon an idea. The 
accent or emphasis is not upon one or two objects but 
upon the /dea, and all the objects or articles shown should 
contribute to an understanding of that idea. The num- 
ber of pieces shown depends upon the size of the window 
and upon the stock. A window only appears crowded 
when it is overburdened or when poorly arranged. 
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TANKARDS 


AS 


TROPHIES 





No. 1605—72 ins. 


Tankards are excellent for presentation 
purposes or as prizes. 





We make several reproductions from 
early American examples, and others 
from English sources. 





This in our illustration inclines to the 
German type but is not strictly a repro- 
duction. 


CURRIER. 
Q 
ROBY 


217 E. 38TH STREET 


NEW YORK 
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Inexpensive Gifts in Dimes Sterling 
A Successful Gift Department 


Demands Variety 
of Selection 








Steak Dish 

No. 1100 

11% long 
$25.00 (retail) 


Jelly Dish and Server 
Dish No. 352—6" dia. $6.50 
Debutante Jelly Server 3.00 


(retail) 








Cooky Tray 


No. 332 TE OT TT 
ag, 


8" dia. a __ 
$15.00 (retail) i. 


ld sccnsaniassnti 
NE: 


Bon Bon Dish 
No.6 558 dia. 
$3.50 (rete) 





Vegetable Dish 
No. 1101 
8 long 


$25.00 (reta 


Compote 
No. 340 6” dia. 3 5/8” high 
$10.00 (retail) 





Most popular-priced selections of Ster- 








ling gift items are distressingly similar. 


Here’s a group that is decidedly different. 


Shapes for the most part are off the round RR ( H A R D D [ bh { F S 


—designs are beautiful—finish, weight 
OM PAN Y 
if BOSTON MASSA 


and workmanship, typically Dimes. By * 


adding these inexpensive pieces, you can ' 
give to your present stock that atmos- 
phere of distinction so necessary to the 


success of that department. 











Sign Posts to Better Business 
(From page 47) 


“low money.” One of the great railway systems is plan- 
ning to push forward energetically its plan for extensive 
electrification of its lines. 

The Port of New York Authority goes ahead with its 
projects for bridges, tunnels, and other facilities essential 
to the efficient conduct of the enormous trade of the 
metropolis. 

During February the contracts for residential construc- 
tion began to rise, and in March this industry registered 
an advance greater than the usual seasonal one. 

March was the peak month of the year in steel-ingot 
production. The statistical position of the industry has 
advanced since December somewhat more than normal. 
Shipments for the week ended March 7 averaged no less 
than 40 per cent higher. 

After getting an early start in production this year, 
the vitally important automobile industry has continued 
to expand. The abnormally low point from which opera- 
tions began in January this year, and the absorption of 
used-car supplies as a result of soldier’s-bonus payments, 
point to the possibility that the industry may continue, 
throughout a great part of this year, its “greater-than- 
seasonal”’ activity. 

A careful study of the elements of recovery in previous 
depressions has revealed that the cotton industry has 
usually led the way. For that reason it is certainly en- 
couraging to note that this long distressed but now ap- 
parently awakening industry has shown substantial im- 
provement since the turn of the year. 

Deliveries of raw silk from warehouses to mills (which 
really measures mill consumption) amounted to 54 thou- 
sand bales in February, against 49 thousand in February, 
1930, and 46 thousand in February, 1929. Stocks of 
raw silk are also much lower. 

It would be futile to try to minimize the serious prob- 
lem that is presented by the deplorably large number of 
our unemployed—a problem that calls for most earnest 
thought and most virile effort—but I may note with 
satisfaction the report just issued by Secretary of Labor 
Doak, showing that employment in factory industries in- 
creased 1.4 per cent from January to February and that 
payrolls increased 7.5 per cent—a change which Secre- 
tary Doak has characterized as “the first satisfactory 
indication of a general upward trend since the stock- 
market collapse in October, 1929.” 

This indicates that well over. 100,000 previously unem- 
ployed persons were given industrial employment in Feb- 
ruary and that, in many other cases, working time and 
earnings were substantially increased. Even the most 
determined pessimist must concede that this makes a con- 
siderable gap in the bread lines. 

From the standpoint of the consumer, there is the 
distinctly encouraging fact that with the sag in retail 
prices in increasing numbers of lines the decline in cost 
of living is quite evidently being accelerated. 

Promising political developments in Europe and the 
Far East also have a significant bearing on the domestic 
situation in the United States—because the resultant in- 
fusion of new vigor in international financial and com- 
mercial circles should have a tonic effect on our own 
ever-widening commitments and contacts abroad. 
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TRADEMARK 


THIS 
MARK 
IS A GUARANTEE 
THAT THE VALUE OF 
THE PEWTER IT STAMPS 
HAS NOT VARIED FOR 
OVER THIRTY-FIVE YEARS 





PEW LER 4 POOLE 











This picture can 
illustrate only beau- 
ty of design. It can- 
not demonstrate the 
weight and purity of 
metal and superior 
craftsmanship which place 
Pewter by Poole in the van 
of profitable merchandise for 
established jewelers. 


Thirty-five years of high quality 
maintained under all conditions 
has established the reputation of 
Pewter by Poole throughout the 
nation. National advertising is fur- 
thering the confidence in and desire for 
the finest of pewter. 


Send for the Poole catalog showing many 
pieces which will find a ready sale to those 
who appreciate the best. 


| OOS G8, 


SILVER COMPANY 


MAKING FINE PEWTER FOR 35 YEARS 
TAUNTON, MASS. 


BOSTON—NEW YORK—CHICAGO—SAN FRANCISCO 
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SILVERSMITHS 


FACTORY: 
“Compass Works,” Birmingham, England 


Show Rooms: New York, N. Y. London, England 


Exclusive Territories 


Now Closing with Retailers to Handle 


A QUALITY PRODUCT 
PROMPT TURNOVER 
SUBSTANTIAL MARK-UP 


on 


Sterling Tea and Coffee Services 
FLATWARE CANTEENS 


Reproductions of 


OLD SHEFFIELD PLATE PATTERNS 


Tea Trays Gravy Boats 
Waiters Condiment Sets 
Platters Candlesticks 


Vegetable Dishes 


Address all Communications to New York Sales Room Where 
Stock is Carried for Immediate Delivery 


WILLIAM ADAMS, LTD. 
1348—6th Avenue, New York, N. Y. 


Candelabra, etc. 














TROPHY CUPS 


A large selection of pewter and silver-plated loving 
cups at exceptionally low prices. Fast service— 
shipment sent out the same day your order is re- 
ceived 


Send for complete catalog. 


Manufacturers of Authentic Reproductions of 
Old Colonial Pewter 


THE MERWIN-WILSON COMPANY 


New Milford Connecticut 

















SILVER PLATE 
STERLING 
PEWTER 
ONYX 
TROPHIES 
ELECTRIC CLOCKS 


—_A 


ALWAYS ON HAND FOR 
IMMEDIATE DELIVERY 


teed 


J. W. JOHNSON 


ILVERWARE 
INCE 1869 


14 Maiden Lane 1 W. 47th St. 


NEW YORK 





A 
Smart 
Wedding 
Gift 


The KING beverage set is exquisite and attractive. It is a com- 
bination of crystal and sterling silver with delicate engine turned 
design under enamel of crystal clarity in beautiful pastel tints. 


KING’S ENAMEL & SILVERWARE, INC. 
7 WEST 45th STREET NEW YORK CITY 





























The Sweet Girl Graduate 
and the Blushing Bride 


both meet in your store next month. 


The June issue of THE JEWELERS’ CIRCULAR, 
in the mails May 16th, will editorially feature 
practical ways and means of bringing more of 
these two choice customers into your store, 
and 

Leading Manufacturers and Wholesalers will 
be represented with advertising that will help 
to ring your cash register longer and louder 
throughout the month of June. 










































Build 


Profits and Prestige 


from a 


Chinaware Department 


Fine china properly displayed 
and advertised will bring in 
more customers and increase 
jewelry as well as china sales 


dd 
W hat good will it do 


me to stock a fine line of china in my store?” How many 
times have you asked yourself this question—and how 
have you answered yourself? 

In the first place, china, properly merchandised, can 
be made to turn between eight and 10 times a year—and 
possibly more. ‘This creates store traffic, an important 
element to every thinking merchant. ‘Then there is the 
question of replacements. Every time a plate, teacup or 
saucer is broken, a buyer enters your store, sees your dis- 
play of merchandise and an opportunity for a sale in one 
of the other departments presents itself. Another evidence 
of store traffic. 

If you are located in a community of small or medium 
size, it is possible that your customers are going to a neigh- 
boring or larger town to purchase their china. Explore 
your territory and perhaps you will find a market for 
something that you have not been selling, whether it is 
china or some other line. If a department store is get- 
ting more than its share of the-china business, that is 
no reason to feel that you can not enter into competition. 
You can compete with any department store—but on a 
basis of quality and service. 

In making an initial purchase of china for your store, 
no hard and fast rule can be set as to price range. Your 
buying policy must be governed by what you can sell, not 
the cost of the line. Price range also depends entirely 
upon this factor. Many jewelers have adopted the policy 
of buying not sets but open stock. This facilitates prompt 
replacement and keeps customers satisfied. 

An attractive short line of china may be established with 
an original outlay of between $200 and $300. ‘This in- 
cludes a full line of plates: dinner, service, entree, salad 
and dessert ; also teacups, dinnercups, demi-tasse and bouil- 
lon cups. Platters and vegetable dishes may also be stocked 
but most jewelers prefer to restrict their sales of these 
articles to silver. Some jewelers have done a yearly busi- 
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ness amounting to $10,000 on this moderate expenditure. 

Having decided to institute a china department in your 
store, the first thing to be done is to circularize your 
mailing list with an announcement of the innovation. In- 
vite a select group of the leading women of your com- 
munity to come to an exhibit of fine china. If possible, 
give the exhibition in the form of a tea, and ask a promi- 
nent club woman to act as hostess. Your manufacturer 
will be only too glad to have one of his representatives aid 
you in this enterprise. 

An advertisement featuring china should appear at least 
once a month in the local newspaper. It is also a good 
practice to carry a line on the bottom of every one of 
your advertisements that appears, to the effect that “China 
Patterns of Exclusive Design for all Occasions,” may be 
had at your store. 


I. is advisable to 
stock a line, the name of which is known to the general 
public. Thus, while the customers may have been going 
to a nearby city for their china, a quality china line in 
your window and advertisements bring home to them that 
a trip to the local jewelry store is all that is necessary. 

If you have room, a completely set table showing the 
proper use of china, silver and glassware is always an 
excellent way to display these articles. Such a display 
should be changed every four weeks, varying from the 
formal dinner setting to the luncheon, tea, etc. 

Weddings, anniversaries, Christmas and the erection of 
new houses are all events which the jeweler can capitalize 
on in the merchandising of china. When a citizen in your 
community plans his new home, drop him a line about 
some appropriate china, glassware and silver for his future 
abode. New architectural design and interior redecoration 
both require harmonious patterns in china and silverware. 


The jeweler may reap untold benefit by selling china for 
(Turn to page 115) 
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BAVARIA 
TIRSCHENREUTH 


One of our 

many fine 

china short 
lines that can 
be successfully 
sold with silver 
Hollowware. 
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A Complete Assortment on Hand for Immediate Delivery. 


PAUL A. STRAUB & CO. 


105-107 FIFTH AVE. AT 18TH STREET. 


NEW YORK 
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EGYPTIAN BRASS AND BUTLER FINISH 


No. E3084%. 2 Light Electric, 
No. 122-17 inch Camden Shade, 
No. E3034%. 3 Light Electric, 
No. 122-17 inch Camden Shade, 


“Garden of Allah” Decoration 
Height overall, 25% inches. 





The Pairpoint Corporation 
New Bedford, Mass. 


43-47 West 23rd St. - - - New York City 
228 Coristine Building, St. Nicholas St., Montreal, Can. 
150 Post St. . - - San Francisco 


Manufacturers of: 


CRYSTAL and COLORED 
GLASSWARE 


SILVER-PLATED 
HOLLOWWARE 


PEWTER 


- PRIZE CUPS—TROPHIES 
FINE ARTS—LAMPS 




















Texas Jeweler Cashes in on English China 


One of the live wires of the jewelry trade of the South 
is I. J. C. Holland of the Holland Jewelry Co., San 
Angelo, Tex., and the fact that Mr. Holland has been 
using fine English china as a means to develop business 
in west Texas is proof of the fact that this is a line on 
which our real live and up-to-date merchants have an 
opportunity to “cash in” if it is properly handled. 

On April 3 and 4, Mr. Holland’s firm held an exhibit 
of Royal Doulton china at the new Wooten Hotel at 
Abilene. The Holland concern has the exclusive control 
of Royal Doulton china in west Texas as well as the 
control of some other items in the same section, and 
arranged with the North American agents to hold this 
exhibit and one at the store of the company in San 


Angelo on April 6 and 7. 





Build Chinaware Profits 
(From page 113) 

wedding gifts. China paves the way for the sale of silver, 
stationery, glassware, wedding gifts of all kinds, just as 
any of these offer an opportunity for the sale of the rest. 

One thing the jeweler must know if he would not lose 
caste with his clientele, and that is the proper use, name 
and tradition behind each piece of china in his store. 





Community China for Retail Jewelers 


China for the table has entered the retail jewelry store 
in earnest. 

Community Plate’s entire salesforce is now presenting 
to jewelers throughout the country a plan for establish- 
ing a china’ department in their stores. This plan enables 
any jeweler to go into the china business with minimum 
investment and maximum results. 

Community china is decorated to harmonize with three 
tast selling designs in Community Plate—the Grosvenor, 
the Deauville and the Noblesse. 

The introduction of Community china with the definite 
tie-up to the designs of Community Plate brings with it 
a revelation in merchandising methods and a startling na- 
tional magazine advertising campaign. 

The idea of making china sales on the basis of past 
silverware sales, through the design tie-up, and of selling 
silverware to china, customers, may seem to require some 
study on the jeweler’s part. The plan, however, has so 
simplified the entire selling procedure and has so thor- 
oughly backed it up at every point that it is difficult to 
imagine a jeweler who could not put it into operation 
almost as soon as the equipment was placed in his hands. 

The china is being offered to the trade on the fran- 
chise basis. The jeweler’s appointment as a distributor of 
Community china is announced by a small permanent 
sign, executed in bronze and enamel inlay. 





Gift and Artwares Frontispieces 

The Royal Moulton service plate with landscape and 
gold-encrusted border on page 109 is from S. Pitcairn 
Corp., New York, sole agents. The sherbet glass and 
salad plate of beautiful design from T. G. Hawks & Co., 
Corning, N. Y. The service plate upon which these 
stand is Rosenthal China, widely known throughout the 
world. Their headquarters are 149 Fifth Ave., New York. 
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“HAPPY DAYS” 


for your 


JUNE WEDDINGS 


With PAVELCO BEVERAGE SETS 





For the youthful crystal gazers, there is noth- 
ing like these sparkling crystal Hobnail bev- 
erage sets. There are six glasses and the de- 
canter with a silver lustre stopper to the set. 


*” $7.25 





Set 














The Bride will just adore these lemonade sets for 
her summer garden parties. They are decorated 
with lemon, orange and strawberry motifs in 
gay enamels which are burned in, never to come 
off. 


Send for our latest illustrated catalogue. 
Manufactured, Imported and Stocked by 


F. DAVEL & CO. 


aan CS et Se ee 
Cxnsintiinnahie New York City 7-8791 


Branch Showroom—Suite 607, 
Brunswick Bldg., 225 Sth Avenue, N. Y. 


Representatives 
J. W. Bakster, Inc., Rm. 1511, Merchandise Mart, 
Chicago, IIl. 
W. F. R. Turner, 437 S. Kenmore Ave., 
Los Angeles, Cal. 
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10%-9051 


a 


No. 1-9051 in Ritz Blue or Black, with Crystal 
stopper and bright Platinum decoration No. 12. 


No. 1042-9051 in Ritz Blue or Black with 
Crystal stopper and Platinum decoration 
“Sparta.” Or in Rose, Green, Ritz Blue or 
Black without decoration. 
No. 2-9051 in Ritz Blue or Black, 
with bright platinum decoration 
technique known only to master No. 12, Or in Rose, Green 


i > e 
‘ ua Peaceck Optic, Ritz Blue or Black 
craftsmen in Old Morgantown ; She VA ast Vas 171 plain, without decoration. 


shops. Display a few of these | iceleres:s SETS MORGANTOWN 


fine sets and you will profit from GLASS WORKS 
MORGANTOWN, W. VA. 


HREE popular specialties, reasonably 
priced. Sheer in texture, rich in color, 
graceful in shape. One bottle and six 
glasses to a set. Beautiful, gleaming platinum 


decorations that stay bright . . . applied in a 


the immediate recognition of their 


worth. Write for prices. 
“Turnover Topics” tells how 
to sell glass. Mailed monthly 


Our representatives cover the - 
to dealers who request it. 


country 


BUILDING PROFITS 


ee 


lay (right I restige builds 
eereeca ore, ch S : 
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Sales 
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7 ° 
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MASHING black backgrounds with graceful designs 
and forceful text make these messages dominate 
every publication in which they appear. A liberal, carefully 
selected list of magazines covers the ideal prospects for 
Genuine Engraving. Follow through in your sales effort — 
to make May your most profitable month for this desirable 
business. Feature Genuine Engraving for genuine profits ! 


ENGRAVED STATIONERY MANUFACTURERS ASSOCIATION 



























George Francis Parker 


Newsuryport, Mass., April 7.—George Francis 
Parker, chief designer of the Towle Mfg. Co., passed 
away at the Anna Jaques Hospital, this city, April 3, 
following an operation from which he was believed to 
be recovering. 

Mr. Parker, who was a gifted artist and skillful de- 
signer, was widely known in the silver trade. He was 
born in Birmingham, England, in 1872, and was edu- 
cated at Ampleforth College. Coming to this country 
in 1896, he joined the staff of the Gorham Co., in Provi- 
dence, as a designer, and in 1902 he became connected 
with the Reed & Barton Corp. In 1916 he moved to 
Newburyport to serve as chief designer for the Towle 
concern. 

Mr. Parker is survived by his widow, formerly Miss 
Ethel G. Ball of Providence, two daughters and four 
sons. At the funeral, which was held yesterday from his 
late residence, officials of the Towle company and former 
city officials acted as pallbearers. 





Palm Beach Crooks Get Gem Loot 
Worth $650,000 


Patm Beacu, F a., April 6.—To date no trace has 
been found of the bandits who helped themselves to 
$650,000 worth of jewels from the Palm Beach branch 
of Charlton & Co., New York and Paris jewelers, ac- 
cording to a statement made by James Todd, president of 
the firm, at the New York store. 

Mr. Todd said that Otto Wegener, manager of the 
Palm Beach establishment, had just stepped from the 
automobile of G. A. Peacock when he was forced into 
a car nearby, bound and driven to a deserted house. 
There he was forced to turn over the keys of the estab- 
lishment and the combination of the safe. The robbery 
was discovered the following morning. 

A reward of $25,000 has been posted by the insurance 
company. 





Loose What Prestige? 
(From page 67) 


of the few things that a jeweler can do at certain times 
of the year to increase sales and volume. We also be- 
lieve that institutional advertising is a stimulator of 
business, especially during the dull periods. 

“We are convinced that putting prices on merchandise 
displayed in our windows offends no one. We know 
also that it breaks down a rigid resistance based on the 
belief that the jewelry store is too high priced for the 
average individual to do business with. 

“We don’t throw open our stock on any special sales 
event. We discovered that choice merchandise is selected 
and individuals anticipate the sales, withholding their 
purchases. We tried this one year after Christmas and 
our reaction was that many people waited until we an- 
nounced the sale before purchasing. Of course this was 
discontinued. 

“One price, plain figures, but the right price has been 
the policy that has built up the business of Haltom’s. We 
give no discounts to any one. People soon lose confidence 
in a business that doesn’t adhere to a rigid price policy.” 
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: Per 
$ 3 e 7 Dozen 


For This 
Beautiful 
Cut 


Stemware 


| 4 Fine Blown Crystal 
* Colonial Stem 


Genuine Cuttings 


A Complete Line 

» Goblet. Parfait. 
Cocktail. Wine. 

Saucer Cham- 
pagne. Sherbet. 
12 oz. Ftd. Ice Tea 
9 oz. Ftd. Table 
5 oz. Ftd. Beverage 
3 oz. Ftd. Cocktail 


» Mail Orders 
Shipped Promptly 


No. 340—9 oz. Goblet 


FRANK L. VAN DEMAN & SON 
39 W. 23rd St., New York, N. Y. 








Friendship Bracelets 





BIG PROFIT AND A SURE-FIRE 
REPEATER 


Bracelets can be made up with girl’s name on 
front and giver’s initials on end. Excellent grad- 
uation gifts—numerals for class year can be 
placed on end of the Bracelet. 

As an initial offer only, we will furnish three 
German Silver, Hammered Bracelets with any 
names in raised German Silver Japanese letters 
at $1.00 each. List $2.75. These Bracelets are 
heavily silver-plated. 

No sales, no loss—return merchandise at the 
end of 30 days and your $3.00 will be refunded. 
If you don’t want to invest $3.00 on a sure thing, 
write for our circular; sales can be made readily 
by showing pictures. 24 hour service on all 
orders. 


STALDER MANUFACTURING COMPANY 
330-332 Venice Blvd. Los Angeles, Calif. 
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The Spring Symphony 
(‘halcedony and Lapts 





Specialists in 
Costume Jewelry 
Made with 
Semi- Precious Stones 


We feature Costume Jewelry in Lapis 
and Chalcedony, to synchronize with the 
costume of the modernly dressed woman. 


Our necklaces, bracelets, earrings and 
various creations of the latest modes 
offer beautiful Jewelry at very moderate 
prices. 


Rose Quartz, Turquoise, Lapis, Chal- 
cedony, Carnelian, Green Onyx, Crys- 
tal, Amber, Jet, Topaz, Amethyst, etc. 


LEWY & COMPANY 


329 FIFTH AVE. 


NEW YORK 


























De Witt A. Davidson Co. 


| NCORPORATED 


Makers of 
Fine Diamond Jewelry 


and 


Importers of Precious Stones 


ANNOUNCE THEIR REMOVAL 


TO 


551 FIFTH AVE. NEW YORK 









































‘ith, Our Travelers of 








George Frey, of the Plainville Stock | 
Co., 21 Maiden Lane, left April-12 om a - 


three weeks western trip. ae 

Harry C. Kip, of the H. F. Barrows 
Co., 15 Maiden Lane, left April 12 on-a 
three weeks trip through New York 
State. . abe 
Al Betz, traveling for the R: & G. 
Co., left. May 12 with his new fall line. 


Mr. Betz will visit Philadelphia and — 


points South. E 

Announcement has been made of the 
death of Ellsworth -S.. Baker, traveling 
representative for A. Roseman, diamond 
importer of 10 W. 47th Street. 

Charles A. Parker, representative for 
Bates & Bacon, Maiden Lane, left on a 
trip through the Middle West on April 6. 
He will return in about three weeks. 

R. H. Booth, traveling representative 
for J. F. Sturdy’s Sons Co., 15 Maiden 
Lane, plans to leave May 1 on an ex- 
tended trip through the eastern territory. 

E. F. George Hilsinger, manufactur- 
ers’ representative, with headquarters in 
New York City left on April 6 for a 
six weeks’ trip through New York State. 

William B. Peck, president of the 
Waite Thresher Co., 21 Maiden Lane, 
left April 1-on a month’s trip to the 
Middle West, calling on the wholesale 
trade. 

Sol Roseman, diamond importer of 74 
W. 46th St., left March 23rd on an ex- 
tended trip which will take him through 
the middle western territory and on out 
to the Pacific Coast. 

Ross Donaldson, representing the White 
Mfg. Co., and O. M. Draper Co., left his 
headquarters at 9-11-13 Maiden Lane, 
April 12 for a two weeks’ trip through 
the eastern territory. 

Robt. Shuttles, of Shuttles Bros. & 
Lewis, of Dallas, Texas., has been making 
his trips to and from New York by air- 
plane. He says business is flying high as 
far as he is concerned. 

Ralph Hoxie, traveling representative 
for Harvey Clap & Co. 15 Maiden 
Lane, is now on an_ extended trip 
through the Middle West. He reports an 
increased activity in buying. 

David E. Kolin, traveling representa- 
tive for Madier & Milenko, 64 Fulton St., 
and Burack Bros., Inc., Newark, left 
April 6 for a trip to southern and west- 
ern territory. 

Arthur C. McGie, for the past seven 
years eastern representative for Sykes & 
Strandberg, is now with the McRae & 
Keeler Co., of Attleboro, Mass. Mr. 
McGie has his headquarters at 15 Maiden 
Lane. 

Jack L. Miller, of Chicago, formerly 
representative of the Kalisher Mfg. Co., 
is now with the Stern Mfg. Co., of 
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- Newark, and will cover for that concern, 


Chicago and points North, South and 
West. 

William G. Lenhart, formerly eastern 
representative for the J. J. Sommer Co., 
with offices at 15 Maiden Lane, is now 
middle western representative for the 
E. I. Franklin Co., of North Attleboro, 
Mass. 


Manfred Veit of Paris, European rep- 
resentative for various New York pre- 
cious stone importers, arrived in New 
York April 10, on the Aguitania, accom- 
panied by his wife. , 

Harry V. Lenau, for the past 42 years 
eastern representative for Cheever, 
Tweedy & Co., North Attleboro, with New 
York offices at 15 Maiden Lane, retired 
April 1. Mr. Lenau made no definite an- 
nouncement as to his future plans. 


William D. Hildebrand has _ been 
appointed eastern’ representative for 
Cheever, Tweedy & Co., of North Attle- 
boro, with offices in 9-11-13 Maiden 
Lane. He will cover New York city, 
New York State, Pennsylvania and 
Maryland. ; 


George Jochum, is now on a two and 
a half months’ trip to the Pacific Coast 
by way of New Orleans and will visit 
Los Angeles, Seattle, Denver, Minneapolis 
and Chicago before his return. He is 
representing Corbett & Bertolone, Leo 
Elywn & Co., and Wander & Kaufman, 
New York. 


Lawrence Melzar, of the sale pro- 
motion department of the Waltham Watch 
Co., was a visitor at the New York offices 
of the Waltham company, the week of 
March 30. Mr. Melzar is enroute to the 
Pacific Coast, contacting the wholesalers 
and retailers on a three months’ trip. He 
will visit the larger cities on his way. 


Aaron Sverdlik of Robinson & Sverd- 
lik, importers of precious stones, 527 
Fifth Ave., who has been in Europe for 
the past month, arrived here April 10, 
on the Aquitania. Mr. Sverdlik reports 
that fine stones in Europe are in good 
hands and held at high prices; further- 
more, that fine goods are scarce. 


89 Years Young 


One of the jewelry trade’s veteran 
travelers, “Colonel” Levi Stevens, who 
celebrated his 88th birthday, March 3, 
had the event marked by the publication 
of his portrait in one of the papers of 
Washington, D. C., of which he has been 
a resident for the last 25 years. 

Colonel Stevens, who started his 
jewelry traveling in 1867 with Colby & 
Johnson, later represented Wheeler, Par- 
sons & Hayes, the Brooklyn Watch Case 
Co., and S. Albro & Co. He is also re- 
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membered in the jewelry trade as the 
secretary of the old Jewelers League, a 
position he held from 1895 to 1904. Col. 
Stevens now lives at 7017 Sth St., N. W., 
Washington. 


Irving Max Schuster 


Irving M. Schuster, son of Morris J. 
Schuster, wholesale jeweler at 9-11-13 
Maiden Lane, New York, died March 22 
at his home, 302 Convent Ave., The 
Bronx, after a six weeks’ illness, of pneu- 


‘mronia.’ He was 35 years old. Mr. Schus- 


ter had been associated in business with 
his father as traveling representative for 
the past 18 years, covering New England, 
New York and Pennsylvania. He was 
widely known among members of the 
trade. Funeral services with Masonic 
honors took place at the home on March 
24, with burial in Woodlawn Cemetery. 

Surviving are the widow and a son, 
Robert Schuster; his father and mother 
and three brothers. __ 

He was-a member of thé Jewelers 24 
Karat Club of New York, and was con- 
aected with the Loxself Co., Inc., also of 
9-11-13 Maiden Lane. 


Executive Board of R. J. A. of 
New York Discusses Crime 
Problems 


The monthly meeting of the executive 
Board of Retail Jewelers Associations of 
New York, held at the Hotel Astor, 
April 3, enjoyed an exceptional attend- 
ance. Chairman Phineas Peters con- 
ducted the meeting. 

It was decided that Counselor Green- 
berg should draft a letter to Commissioner 
Mulrooney, calling attention to the num- 
ber of depredations on retail jewelers 
during the past year and asking for more 
vigilance on the part of patrolmen. 

During the discussion of the method 
used by thieves, it developed that s.veral 
of the jewelers present had been victim- 
ized by a sneak thief described as a tall, 
dark man. This man asks to see an 
electric clock and tells the jeweler to 
pack it in an attractive gift box. If the 
jeweler goes to get the box the thief 
grabs jewelry from the show case. As 
the jeweler returns the crook leaves, 
saying he will be back shortly for the 
clock. 





Platinum Market 


Platinum prices, as of April 10, were 
officially quoted as: 


WOE cute camadascdéGesecdanddaaeaes $26.00 
Containing 10 per cent iridium...... 35.00 
Containing 5 per cent iridium......... 30.50 
MON aa ak a AG dan adda Case ensinn ve 125.00 
PUG Te adeSbncccvadicscavnance de 21.00 
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END for our new 1931 Catalog 
showing standard jewelry store 
fixtures in the latest up-to-date de- 
sign, and let us tell you how a remod- 
elling program may be inaugurated 


using only a single new display piece. 





Every jeweler should have this help- 
ful catalog of fixtures on file. Re- 
| fixturing, rightly handled, may be 
YOU CAN REMODEL | made at small cost, with 100% 


And use only one New Display results. Ask our advice—No obliga- 
Piece. Send for our 1931 Cata- | tion! 
log today! 


F. C. JORGESON & COMPANY 
159-167 No. Racine Ave., Chicago, Ill. 











"Yo The Ligitiate Reta ade Only 


~ ELGIN-HAMILTON-WALTHAM Par. 
-ILLINOIS-HOWARD i 


HADLEY-STURDY- CLAP-WADSWORTH 
WATCH ATTACHMENTS~— 








EZ NEW HAVEN-WESTINGHOUSE 
TIMERS SYNCHRONOUS ELECTRIC CLOCKS CLOCKS 


bOI CHESTN UT STREET 


: ae PHILADELPHIA ~~~ PA, 

































J. R. Wood & Sons Ring Publicity 


The most notable national advertising campaign ever 
put behind diamond and wedding rings, which was 
launched by J. R. Wood & Sons, Inc., last fall, continues 
this spring, with advertisements reaching millions, con- 
centrated behind the retail jeweler’s sales in the spring 
selling season. Leading magazines are being used. All 
advertisements feature assortments of rings by Wood. 


Dennison Mfg. Co. Window Display Contest 


The Dennison Mfg. Co., Framingham, Mass., has 
just announced a window display contest. This contest 
is open to every type of retail establishment, and any 
sort of merchandise can be displayed in the windows. 

The contest runs from May 1 to July 15. Any pho- 
tograph or snapshot of a display installed between these 
dates is eligible for consideration. Some crépe paper must 
be used as decorations in the display. 

The company offers $1,125 in display prizes and also 
framed certificates. 


New Waterbury All-Electric Alarm 


Designers of the Ingersoll-Waterbury Co., Waterbury, 
Conn., have created a new all-electric alarm clock which 
is now ready for distribution to the trade. Once set, the 
alarm rings automatically every 24 hours. When desired, 
it can be prevented from ringing by turning a switch. 

Waterbury has produced two versions of this clock; 
one is modern in design, the other an authentic Gothic 
design. The modern clock is available in black with 
chromium trimming, or in mahogany color with gilt. 
The Gothic comes in mahogany with silvered dial or in 
walnut color with gilt dial. Both clocks have self-start- 
ing movements with motors. Both sell for $12.50. An 
advertising campaign is planned. 


Wallace Trophies 


Wallace trophies have figured more or less conspicu- 
ously in contests of many natures during the many 
years which they have been manufactured by R. Wallace 
& Sons Mfg. Co., but here is a most unique one—a 
contest among chefs, stewards, catering managers or 
maitre d’hotel for the best recipes in which Jello is an 
ingredient. 

The major award for the January contest was a beau- 
tifully designed, large, engraved and gold-lined Wallace 
trophy. Three smaller ones of the same design will be 
presented for the three next best recipes. 

This phase of Wallace trophies is just one of the many 
angles of specialization known as “Trophy Headquar- 
ters,” which is a nation-wide dealer cooperation move- 
ment to establish each jeweler’s store as the center of 
trophy dealings for schools, colleges, clubs, etc. As an in- 
teresting unit in this work is an attractive window display. 
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In the Merchandise Market 


Gorham Arretine 


A new booklet beautifully illustrates Gorham Arretine 
and describes in full Gorham’s most recent Sterling prod- 
uct now available to the trade. 

The booklet includes excellent illustrations of Gor- 
ham Sterling reproductions of Arretine urns, dish, plate 
and bowl and gives a brief historical review of the an- 
cient city of Arrentium, which was situated in central 
Italy, and something about the fine red glazed earthen- 
ware known as Arretine pottery. Every piece has been 
carefully designed from Arretine models in the Boston 
Museum of Fine Arts and the Metropolitan Museum of 
Art in New York. 





Telechron Merchandising Campaign 


A “scoop” for authorized Telechron electric clock deal- 
ers in the form of a nation-wide merchandising campaign 
tieing in with three leading RKO motion pictures—“Be- 
hind Office Doors,” “Bachelor Apartment” and “Kept 
Husbands”—is the latest dealer campaign produced by 
the Warren Telechron Co. of Ashland, Mass. 

The campaign is described in a 24-page portfolio, 10% 
by 14 in., printed in orange, black and white. It announces 
the arrangement between the Warren Telechron Co. and 


-RKO Radio Pictures. 





International Advertising Campaign 


The International Silver Co. had a most impressive 
story to tell about its advertising at the convention of the 
National Credit Jewelers Association at Chicago, March 
16 to 18, inclusive, and this was emphasized by the show- 
ing of the covers of the 19 leading magazines in which 
the company’s announcements will appear during 1931. 
These advertisements will occupy a total of 158,460,445 
pages during the year. 

One series of advertisements will appear during the 
vear in the Saturday Evening Post, occupying double 
spreads. 





Bags of Patent Leather Finish 


A new patent leather finish metal bag is now being 
featured in the:Whiting & Davis Co.’s announcements to 
the trade and soon to be nationally advertised in color. 

American style authorities and many leading buyers in 
the jewelry and department store field have confirmed the 
idea that “contrast and variety” are the words that 
will soon be displacing the old familiar “ensemble” and 
color harmony in the style news of the coming season. 
Indications are that patent leather belts in contrasting 
colors will be popular—hat ornaments, shoe trims, etc., 
contrasting with fundamental costume colors will perhaps 
harmonize with each other, says Charles A. Whiting. 

The new bags are made of metal, closely woven, 
enameled in solid colors, of a realistic patent leather effect 
in a variety of shades, with chains, frames and metal 
linings to match. All bags in this finish are popularly 
priced. 
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Rings You Will Be Proud to Sell 


HICAGOAN ~ ALL: PROFIT 


. NO STOCK TO CARRY 
of New Different 555 Amazing '_-.. Carry one initial ring as sample. 


zs Electros Free 
WRIST WATCH STRAP oS AILOW PRICE 2 DIAMONDS 4/100 each 
eS This new, improved 


Green or White Gold - 
watch strap — the 


Chi Se... Same Price - 
oy peng eal wits Order on five days’ memo. 


a when you have a sale in 
eo Pa sight. Orders filled same 
turer, or to your day received. 
local jobber. This All emblems and _ initials 
strap is protected by encrusted on ruby and 
the patent ap- onyx on hand at all times 

in every finger size. 












































Made of beautifully tanned calf- 
hide hand-boarded—ostrich—al- 
ligator—lizard and_ snake 
(grain.) Long wearing. Exceed- 
ingly popular. Rich, attractive 
colors. Plated buckle that can’t 
tarnish. 








plied for. Diamonds 
A One Piece End . Priced the same Retail $15.00 Display Emblem Cards for 
re a from all job- your window in original col- 
That Can’t Split bers, as we ors free upon request 
The end of this strap is made py lg 
in one piece that absolutely ecan- “ r 
not split or fray. The absence cpl es OLD RINGS MADE NEW 
of all stitching make the Chica- Made ; ; . 
goan the most unique wrist With ‘We repair.and rebuild any ring, also en- 
watch strap put on the market out »: t bl 
in years. Now being used by a Stitch . Crust any initial or emblem on any stone, 


Illinois and other famous 


or furnish new stones in all sizes and shapes. 
watches. No matter- how 


long the Chicagoan Prices Reasonable. Prompt Service. Try Us. 
is worn, “the end i : 
will never split or 
rip. Amasing new 
manufacturing 
method eliminates 
the necessity of 
stitching. 


i i 


The Chicagoan is guar- 
anteed to wear and re- 


tain its beautiful new 

appearance for ONE 

FULL YEAR. The end ‘ a 

tay unrated HOTEL 





“*. 6746—$21.00 List 
HEAVY SHANK 


Genuine one piece, three color, double 
head cameo. Belais white gold (also 
in green gold) 6746—$21.00 List. 


Next size larger stone, $2.00 additional 
BUFFALO JEWELRY CO. 


“The Mail Order Housetothe Jewelry Trade” 
501 Washington St. Buffalo, N. Y. 

















lutely guaranteed 
against splitting. The 
Chicagoan must satisfy. 


=| CINCINNATI,O. VICTORIA 


7th Avenue and 5lIst St., New York 


RE you planning on a stock reduction, IN THE NEW 
removal or closing out sale? Our dig- 
nified method of selling at Auction brings JEWELRY DISTRICT 
you the best immediate results. We will 
dispose of your old and undesirable mer- Hotel Victoria on 51st Street, corner Seventh 


chandise at a price which will —— Avenue, is virtually in the heart of the 


jewelry center. One of the reasons why it is 





A TAMER & CO.!| 








WERST & CO., Auctioneers & Liquidators 
1141 REIBOLD BLDG., DAYTON, OHIO 


FOR THE PAST 15 YEARS ASSOCIATED WITH 1000 Rooms, each with private 
DAN !I. MURRAY r - 
bath, shower, ice water, servidor, 


RADIO, and now 


We Want 2000 Square Feet of FREE GARAGE 
FACTORY SPACE Rates $3 to $4 single-$4.to $6 double 


in New York City, for the manufacture of gold 
rings. Must have some north light. aoe s. J. MITCHELL, Mer. 


We will purchase automatic drop hammer and bench 
lathe also. Address “K., 5830,” care Jewelers’ Cir- 


i . 45 CARMA SRNR. eal: 
fe 


becoming headquarters to the trade. 



























































Florida Jewelers to Meet at 
Clearwater 


MAMI, FLa., April 9.—At a meeting of 
the directors of the Florida Retail Jewel- 
ers Association held last Thursday in 
Clearwater arrangements were made to 
hold the state convention at the Clear- 
water Beach Hotel on May 5, 6 and 7. 


Death of Harry L. Benedict 


Syracuse, N. Y., April 7.—Harry L. 
Benedict, president of the Benedict Mfg. 
Co., and prominent in the silver-plated 
ware industry, died at 11 o’clock yes- 
terday morning at his home after an 
illness of three weeks. 

Deceased, who was the son of Mainor 
S. Benedict, who founded the silver con- 
cern in East Syracuse, was born Aug. 
20, 1873, and received his education at 
the College of Liberal Arts of Syracuse 
University. He succeeded his father as 
president of the company and was also 
first vice-president of the Benedict- 
Proctor Mfg. Co., of Trenton, Ont.; vice- 
president of the Hollowware Manufac- 
turers Service Bureau of New York, and 
a director of the Bank of East Syracuse 
and of the Crouse Grocery Co. 








Bronx Jeweler Held Up 


A. Landau, retail jeweler at 3295 Third 
Ave., New York, was held up and robbed 
of watches and diamond jewelry valued 
at between $8,000 and $10,000, on the 
evening of April 1. 

Mr. Landau had just taken the last 
tray of rings from his window when a 
man entered the store and asked to see 
a ring. The jeweler reached for the tray, 
whereupon the supposed customer, re- 
volver in hand, pushed his way behind 
the counter, striking Mr. Landau on the 
jaw witn the butt of his gun and forcing 
him to the back room, where he bound 
and gagged him. At this moment several 
accomplices came into the store, and the 
thugs proceeded to ransack the shelves 
and safe of valuable merchandise. As 
the bandits left with their loot, one of 
them struck Mr. Landau a severe blow. 

Mr. Landau finally loosened the towel 
about his face and shouted for help. 





Maryland-Delaware District of 
Columbia Jewelers to Meet 
May 3, 4 and 5 


WitmincTon, Det., April 6.—Plans for 
the 17th annual convention of the Mary- 
land-Delaware District of Columbia 
Jewelers’ Association, to be held in the 
Hotel du Pont Biltmore, May 3, 4 and 5, 
indicate an interesting convention. 
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Speakers of national prominence in 
both the wholesale and retail jewelry 
trade will be present, and for the women 
there will be special entertainment each 
day, it was stated. 

Charles M. Banks is general chairman 
of the Wilmington Convention Committee. 





Illinois Jewelers Meet at Peoria 
April 6 and 7 


Peoria, ILuL., April 8—The 24th an- 
nual convention of the Illinois Retail 
Jewelers’ Association at the Hotel Pere 
Marquette on Monday and Tuesday was 
well attended, the registration being over 
150. 

The election of officers resulted as fol- 
lows: Walter Flora, Decatur, president; 
C. I. Josephson, Moline, first vice-presi- 
dent; Will Carew, Streator, second vice- 
president; Henry T. Mortensen, Chicago, 
secretary-treasurer. Members of the ex- 
ecutive committee are David C. Nelson, 
Chicago; H. E. Stout, Springfield, and 
Arnold Weisser, Peoria. 

At the Monday morning session Presi- 
dent H. E. Stout and Secretary H. T. 
Mortensen reported on the past year’s 
work and made recommendations. 

Monday afternoon was devoted to the 
subjects of merchandising and advertis- 
ing. R. W. Bolles, Wm. A. Rogers Co., 
gave many helpful suggestions. Karl 
Rapp, of one of the local papers, dis- 
cussed advertising. 

On Tuesday morning, Clarence E. 
Comstock of the Bradley Polytechnic ‘In- 
stitute, devoted most of his time to a 
memorial talk on the late W. T. West- 
lake, former head of the Horological De- 
partment at Bradley. A discussion on 
accounting was led by P. G. Rennick, 
public accountant. 

The afternoon session was devoted to 
the question box, followed by reports of 
committees. 

The resolutions renewed the indorse- 
ment of the Capper-Kelly Bill, recom- 
mended to watch and clock manufactur- 
ers that a service period be inaugurated 
to take the place of guarantee of per- 
formance, and urged officers of the A. N. 
R. J. A. to use their efforts to bring 
about the establishment of an inter-trade 
relations’ council. Resolutions of thanks 
to the officers and others were also 
passed, as were several others. 

There was a community luncheon each 
day and dinner with entertainment each 
evening. Monday evening the feature 
was a circus arranged by the “Pluggers” 
with Rudolph Samuels, of Stein & Ell- 
bogen Co., as ring master. The climax 
of entertainment was the banquet Tues- 
day night, followed by dancing. 
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Gems Worth $205,000 
Disappear 


PHILADELPHIA, April 8.—The newest 
Philadelphia-Atlantic City jewelry mys- 
tery is the disappearance of diamonds, 
set and unset, valued at $205,000 from a 
compartment in a safe at Bachellers, Inc., 
and goods and jewelry dealers on the 
Boardwalk at the resort. The diamonds 
were owned by Joseph Goodman & Co., 
731 Sansom St., this city, and were missed 
Easter Monday. Atlantic City detectives 
say the case is the most mysterious they 
ever encountered. 

The diamonds were placed in a special 
compartment in the safe and remained in 
it until one day last week, when a rep- 
resentative of Goodman came from Phil- 
adelphia and took two of the stones 
wanted for sale purposes. Easter Mon- 
day the same representative came for the 
remaining stones, but when the compart- 
ment was opened none were in it. 





Brooklyn’s Big Banquet 
and Ball 


A turnout of nearly 500 persons at- 
tended the Brooklyn Retail Jewelers’ As- 
sociation banquet and ball held on the 
roof garden of the St. George Hotel, 
Brooklyn, April 12. If the room permit- 
ted, said President Phineas Peters, 200 
more would have been present. 

At the table of honor were seated Mr. 
and Mrs. Peters, Mr. and Mrs. Edwin 
F. Lilley, Mr. and Mrs. Charles T. Evans, 
Mr. and Mrs. B. L. Shinn, Mr. and Mrs. 
Emil Kohn and David H. Greenberg. At 
the opening of the festivities Mr. Peters 
announced that the evening would be 
“speechless.” And it was! Mr. Shinn 
acted as toastmaster. 

The entertainment included Frank 
Judnik, a well known vaudeville artist, 
and Mrs. Judnik, a “blues” singer from 
the “Silver Slipper.” Music was by Paul 
Duke. 

Souvenirs for the ladies were cloi- 
sonné powder containers while the gentle- 
men were presented with pewter cocktail 
shakers (empty). Harry Brown, super- 
vising chairman, deserves much credit for 
the adroit handling of the affair. 





R. B. Barton Resigns from 
H. A. Osgood & Son 


Robert B. Barton resigned his position 
as vice-president of H. A. Osgood & Son, 
New York wholesale house, on April 1, 
according to an announcement by Robert 
C. Barnstone, president of the concern. 
Mr. Barton was formerly sales manager 
for the Elgin National Watch Co. 
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L. & R. 


Electrically 
Operated 


Watch 
Cleaning 
Machine 


No more-— 
Benzine 
Sawdust 

or 
Pegwood 





Price— 
$59.50 
less 6% Cash 


Discount or 
10 Monthly Net 
Installments 
of $5.95 Each 


Jos. B. Bechtel & Co., Inc. 


Watchmakers, Jewelers’ Tools and Supplies 
Pennsylvania Distributors 


729 Sansom St. Philadelphia, Pa. 











Announcing— 


the establishment of the firm of 


RICHARD G. KINSCHERF, Inc. 


to engage in the manufacture of high grade platinum 
and gold jewelry and remounting of diamonds in 
modern creations. 


Your patronage is respectfully solicited upon the 
basis of the experienced, personal service and expert 
artisanship of the members of this firm. 


Edward A. Schwietzer has been associated as fac- 
tory superintendent for some of the finest 
platinum diamond jewelry manufacturers in the east. 


ORDERS FOR KINSCHERF CO.., 
NUMBERS CAN BE 
FILLED ON SHORT NOTICE 


The factory and office is located on the fourth floor 
of the new Jewelers Building at 80 Nassau St., N. Y. 


Richard G. Kinscherf 
President 


Edward A. Schwietzer 
Sec’y-Treasurer 
Telephone: BEekman 3-1740 





























SCHOOL 
RINGS 
AND PINS 
EXCLUSIVELY 


Navy and Military Rings 


Wile C 


008 CHESTNUT (° lege 277 PHILADELPHIA 
Street ~ ad Ae PENNA. | 
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TRE RINGS 
FOR MAY 


That Sing a Tune of Profits 





Less 6% 
Add $5.00 for 5 Point Diamond and Setting 


UNEXCELLED BEAUTY AND DESIGN 
MADE WITHIN 24 HOURS 


Make Ideal Graduation Gifts 


Senrzer bros. 


MANUFACTURING JEWELERS 
AND IMPORTERS 


80 NASSAU STREET, NEW YORK 






































Diamond Imports for February 
$1,066,348 


Imports of diamonds during February 
were slightly more than those for Janu- 
ary, according to the figures just com- 
piled by the Department of Commerce 
for THE JEWELERS’ CIRCULAR, released as 
we are going to press. According to 
these statistics, the total amount of dia- 
monds brought in during the second 
month of the year was $1,066,348 as com- 
pared with $1,428,346 in February a year 
ago. 

Of the amount imported in February, 
the value of the rough or uncut gems is 
given as $284,643 and the cut, $781,705. 
Miners, glaziers and engravers diamonds 
imported amounted to $208,181. 

Diamond imports for January this 
year, as previously noted, amounted to 
$887,887, so that the figures for Febru- 
ary, though low, show a distinct increase 
over the previous month. 





Burglars Chop Through Wall 
to Rob D. Jacobs Sons Co. 


CINCINNATI, On10, April 5.—The D. 
Jacobs Sons Co., wholesale jeweler at 
811-813 Race St., suffered a loss amount- 
ing to about $75,000 as a result of a dar- 
ing safe burglary last night. 

The robbers, who apparently had 
gained an accurate knowledge of the 
premises and knew exactly how to pro- 
ceed with minimum effort, chopped 
through a three-foot brick wall. 

According to an unofficial estimate the 
men got about $70,000 in jewelry, about 
$4,000 in bonds and about $2,000 in cash. 





Jewelry Crafts Association 
Meeting 


Members of the manufacturing division 
of the jewelry trade needing help were 
urged to take advantage of the employ- 
ment bureau of the Jewelry Crafts Asso- 
ciation in President Shiman’s address at 
the annual meeting, held March 25. Mr. 
Shiman stressed the fact that although 
business conditions have been far from 
satisfactory, the association has carried 
on its work under these straitened cir- 
cumstances without showing a deficit. 

The meeting opened with the committee 
reports, after which the following officers 
were elected for the ensuing year: David 
Shiman, president; Walter P. McTeigue, 
vice-president; Benj. S. Katz, vice-presi- 
dent; Jacques Kreisler, treasurer; Arthur 
Essing, assistant treasurer and secretary. 

The directors for 1931 are as follows: 
George Brecht, Emanuel Ciner, John 
Corbett, De Witt A. Davidson, Otto F. 
Deck, Alexander Grabhorn, Joseph L. 
Herzog, Benj. S. Katz, Frank J. Keller, 
Albert M. Kohn, Albert E. Levy, Edward 
C. May, Walter P. McTeigue, David 
Shiman, Charles F. Weller, Harry G. 
Kaufman, Jacques Kreisler and Richard 
Goldsmith. 

Secretary Essing’s report covered 
briefly the various activities of the asso- 
ciation. 
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. Death of Marcus Goodman 


MEMPHIS, TENN., April 9.—Marcus 
Goodman, venerable jeweler, 96 S. Main 
St., died Saturday, March 21, at 2 a. m., 
at the Baptist Hospital, where he had 
been ill for a month from a heart at- 
tack. Mr. Goodman was 81 years old. 

He was a native of Hungary, learned 
the watchmaking trade there, located in 
America at 15, and at the close of the 
Civil War entered business at Bristol, 
Tenn.-Va. He came to Memphis five 
years later. 

Mr. Goodman is survived by three 
sons, Neil, Leo and J. Alma, the latter 
resident of Los Angeles, Cal. 





Canadian Platinum Rush 
Proves Futile 


Epson, ALBERTA, April 2.—The  so- 
called platinum discovery that was her- 
alded by Canadian and American papers 
a week or two ago as most important and 
which caused a wild rush of miners and 
prospectors to Obed near here, has not 
proved important and an increase in 
Canadian platinum is not apparent. 

For a while, excitement reached fever 
heat when the news came to Edson that 
a rich platinum deposit had been found 
at Sullivan Creek, 40 miles west of here, 
and a large number of claims were staked 
out. 

The latest reports from this section are 
that the possibilities of platinum or gold 
or any other precious metal in paying 
quantities is very small. 





Gemological Society Elects 
Officers and May Extend 
Its Scope 


Los ANGELES, April 4—Interest in the 
Gemological Society which was organ- 
ized recently in Los Angeles has devel- 
oped so rapidly that at the first regular 
meeting at the Los Angeles Public Li- 
brary, March 31, a motion was carried 
to hold meetings each month instead of 
every other month as first contemplated. 

Entrance examinations were held at 
Los Angeles, San Diego and Long Beach, 
where Robert M. Shipley has been con- 
ducting classes in gemology, and at San 
Bernardino for the correspondence stu- 
dents of the Gemological Institute of 
America. Thirty-six out of the 40 who 
took the examination passed and became 
new members of the Gemological So- 
ciety. 

The following officers were elected for 
the coming year: Arthur H. Dibbern, 
Glendale, president; George H. Marcher, 
Los Angeles, secretary; Evelyn Dibble, 
Pasadena, corresponding secretary; G. 
R. Finley, Compton, treasurer. The 
board of directors consists of Clarence 
L. Runyon, Huntington Park, chairman; 
Armand Jessop, San Diego; John F. Von- 
dey, San Bernardino; James A. Newton, 
Long Beach; Herbert G. Rapp, Los 
Angeles. 

The Society pledged itself to take ac- 
tive interest in cooperating with the 
Better Business Bureau in regard to the 
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misrepresentation and mis-naming of 
gemstones and their substitutes and a 
committee was appointed to handle this 
phase of the work for the society. This 
activity will be confined to Los Angeles 
until new chapters have been organized. 

As many letters have been received 
from all parts of the country asking for 
an opportunity to become a member of 
the Society, it was decided to allow any- 
one who is recommended by the mem- 
bership committee to take the membership 
examination in their own city. Where 
there are sufficiently interested members 
in any city to form a chapter there will 
be provision made for such chapters. A 
committee to consider a national organi- 
zation may be formed. 


Midwest Jewelers Guild’s 


Convention at Kansas City, 
Mo., April 26-27 


Kansas City, Mo., April 7.—Jewelers 
of this and surrounding states have been 
invited to join in a zone organization of 
retail jewelers known as the Midwest 
Jewelers Guild and participate in the 
convention which will be held in Kansas 
City, April 26-27. At this convention, 
problems of the retail dealer will be 
discussed, as it is the function and object 
of this zone organization to deal with 
every phase of modern merchandising in 
the operation of a successful jewelry 
store. 

The Midwest Jewelers Guild came into 
being at a meeting in Kansas City, Feb. 
15, at which time, on invitation of the 
executive committee of the Retail Jewel- 
ers Association of Missouri, a number of 
jewelers from. Missouri, Kansas, Okla- 
homa, Nebraska and Iowa, met and 
formed a tentative organization of which 
Oliver Selle of St. Louis is president; 
Frank Bangs, Salina, Kan., is vice-presi- 
dent, and Fred Sands, of Kansas City is 
the secretary-treasurer. 

The headquarters of the Midwest 
Jewelers. Guild is 303 Gumbel Bldg., 
Kansas City. 





G. F. Johnson Dead 


SPRINGFIELD, ILL., April 6.—Funeral 
services for George F. Johnson, director 
of the Illinois Watch Co.’s observatory 
and member of several scientific socie- 
ties, was held at his residence here. Mr. 
Johnson died Monday night, March 16, 
at his home. He was 80 years old. 

For many years Mr. Johnson was in 
the employ of the Illinois Watch Co. 
Prior to his work in the observatory he 
was general superintendent of the local 
plant. 





Prices of Silver Bars 


5. 
Government New 
London Assay Sell- York 


Date Official ing Price Official 
) oS 2 ere 14% 32% 30% 
SO Se eae 1343 32% 30 
So Se ae 1345 31% 28% 
po” Ge 1233 30% 28% 
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FULLER’S Symmetrical FINDINGS 





H E Recognized Standard of Good 
Quality—a synonym for Fuller's Sym- 
metrical Findings. Ask your dealer 
for them. You will be quick to recognize 


their merit, excellent finish, fine workmanship 
and the wisdom of your choice. 





SOLD BY RELIABLE MATERIAL DEALERS 
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Discriminating 
Women 
Prefer 








WATCHES with 
individuality and 
smartness in their beauty 
of design. Women are searching 
for and are always captivated by the 

enthusiastic loveliness of the Platinum, 
Diamond Baguette Watches. 


May we show our complete line together with some 
startlingly beautiful 


BRACELETS, BROOCHES and RINGS 


Quotations promptly given. 


REINER & BERKOW, INC. 
44. West 48th St. New York 
Telephone: Bryant 9-9259 


























x 


eee Secures a fine room and bathe-«- 
others at $3°° and $35° 
AT ONE OF NEW YORK'S BEST HOTELS 


Tk BRISTOL 


43% ST. EAST OF B'WAY 44 NEW YORK CITY 
OWNERSHIP MANAGEMENT -¢ T. ELLIOTT TOLSON, Pres. 





FOR BETTER BUSINESS 
VISIT NEW YORK 





dO 
daily * 


























Century of Progress Jewelry 
Committee Now Being Formed 


Cuicaco, April 3.—It is planned to 
have some wonderful jewelry exhibits at 
the great Century of Progress National 
Exposition which will open in this city 
in 1933. A jewelry trade committee of 
the Century of Progress is now being 
formed and the subject will be the prin- 
cipal matter considered by the members 
of the Chicago Jewelers’ Association 
when they hold their monthly meeting on 
the third Thursday of April at the Ad- 
ministration building of the exposition 
which is now completed. 

It is reported that a small committee 
of three or five will be named to be the 
contact committee for the Century of 
Progress Administration, on one hand, 
and a large and representative commit- 
tee of the jewelry trade, on the other. 
The large committee will have sub- 
committees to take in the diamond, pearl, 
silver, gold, plated and other branches 
of the industry. It is believed that the 
committees of the trade will be asked to 
arrange for exhibits that will be repre- 
sentative of the progress in processes of 
manufacture and development of their 
particular branches of the industry in the 
last hundred years. 

The sub-committee will probably be 
named at the meeting of the Chicago 
Jewelers’ Association. 


The Hadley Company Wins 
1930 Metcalf Trophy 


PROVIDENCE, R. I., April 6.—The Had- 
ley Company has been chosen as the 
winner of the 1930 Jesse H. Metcalf con- 
test, conducted by the Providence Safety 
Council in cooperation with 76 industrial 
plants in this city. 

Three firms, the Hadley Company, the 
Grant Mills of the B. B. & R. Knight 
Corporation and Bird & Son were tied 
for the principal award, but owing to 
the fact that the Hadley Company op- 
erated 658,631 hours and the other two 
76,115 and 400,299 hours respectively, 
the Hadley Company will receive the 
bronze plaque. 





Hamilton-Sangamo Merged 
With General Time Equipment 
Instruments 


The Hamilton-Sangamo Corporation, 
Lancaster, ‘Pa., manufacturers of electri¢ 
clocks, has been merged with the Gen- 
eral Time Equipment Instruments Co., 
Inc., La Salle, Ill. Half of the stock of 
the Hamilton-Sangamo Corporation is 
owned by the Hamilton Watch Co. The 
General Time Equipment Instruments 
Co., Inc., is a merger of the Western 
Clock Co., La Salle, Ill., and the Seth 
Thomas Clock Co. 


The General Time Equipment Instru-— 


ments corporation announces that no 
radical changes in merchandising policies 
are anticipated in its three constituent 
companies. Each company will continue 
to operate as heretofore with but minor 
changes in personnel. 
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The Western Clock Co. will continue 
their present policy of distribution. The 
Hamilton Sangamo line of electric clocks 
will be manufactured and merchandised 
aggressively. ‘ 

The Seth Thomas Clock Co. will make 
no change in outlets, selling only to the 
jewelry trade. Mason T. Adams, vice- 
president and general manager, empha- 
sized this in an address at the recent 
convention of the Massachusetts Retail 
Jewelers’ Association at Boston. 

E. D. Copeland, who recently resigned 
from the Gillette Safety Razor Co., Bos- 
ton, as advertising manager, has been 
appointed general sales manager of the 
Seth Thomas Clock Co. Mr. Copeland 
will make his headquarters at Thomas- 
ton, Conn. T. J. E. Brown has been 
made sales manager of Seth Thomas 
Clocks. 


Where Is the Gold? 
(Editorials from page 57) 


practically continuous from the earli- 
est period of history to the pre-war 
era and propounds these questions: 

‘“‘What has happened to the hun- 
dreds of millions which have disap- 
peared? Does there exist enormous 
treasures of the metal buried in un- 
known depositories? Would the 
world be more prosperous if these 
millions—which have disappeared— 
featured in current bank returns, or 
would the consequences have been an 
inflation of other commodities which 
would have rendered operations on 
the Rand and elsewhere unprofit- 
able?” says the British paper. 





Efficiency Penalized 


T may surprise not only the jewel- 

ry trade but merchants generally 

to learn that each of the appropria- 

tion acts for the Navy and War De- 

partment recently passed by Congress 

covering appropriations amounting to 

$804,000,000 carried riders reading 
as follows: 

“No part of the appropriations 
made in this Act shall be available 
for the salary or pay of any officer, 
manager, superintendent, foreman, or 
other person or persons having 
charge of the work of any employee 
of the United States Government 
while making or causing to be made 
with a stop watch or other time 
measuring device a time study of 
any job of any such employee be- 
tween the starting and completion 
thereof, or of the movement of any 
such employee while engaged upon 
such work.” 

The indignation expressed by mem- 
bers of the jewelry trade, who have 
heard of this is not due to the fact 
that it tends to curtail the demand for 
stop watches and timers, but, as one 
prominent manufacturer puts it, be- 
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cause it tends to put a premium on 
dishonesty in work for the govern- 
ment. 

Referring to these riders, another 
prominent manufacturer in writing to 
THE JEWELERS’ CIRCULAR says: 

“Having penalized by withholding their 
salary, any officer, manager, superinten- 
dent, foreman, or other person having 
charge, who displays symptoms of effi- 
ciency by checking up on the labor which 
the Government buys, one wonders why, 
in the name of Sacred Politics, did they 
not proceed logically and add to the rider 
enough words to penalize by fine or im- 
prisonment or both, any such officer who 
shall use or cause to be used, or permit 
to be used, any scale for weighing any 
materials purchased by the Government 
with the purpose of checking the items 
on invoices covering such purchases? 
Why this manifestation of seeming re- 
straint?” 

We echo the question with which 


he concludes. 


Death of W. W. Whittemore 


Boston, April 8.—The death is an- 
nounced of William A. Whittemore, for 
many years president and chairman of 
the board of directors of the E. B. Horn 
Co., 429 Washington St. 

A native of Greenfield, N. H., Mr. 
Whittemore came to Boston when he was 
18 years old. He learned watchmaking 
at the Horn establishment. Ten years 
later he headed the group that purchased 
the company from Mr. Horn, and in 1925 
succeeded Charles Woodsome as treas- 
urer. 

He leaves a widow, Martha J. Whitte- 
more. 


Death of C. B. Norton 


Kansas City, Mo., April 6.—Calvin B. 
Norton, president of the C. B. Norton 
Jewelry Co., died March 18 at his home 
in this city following a brief illness. 

Mr. Norton was bern in Waupun, 
Wis., July 5, 1852. He was engaged in 
the retail jewelry business with his father 
at Kankakee, Ill. In 1873 he moved to 


Atchison, Kan., and engaged in the 
wholesale business. He came here in 
1892. 


Death of L. L. Fischer 


CHATTANOOGA, TENN., April 4.—Lewis 
L. Fischer, 82, pioneer business man of 
Chattanooga and head of W. F. Fischer 
& Bro. Co., died March 14 at the Moun- 
tain City Club. Mr. Fischer's death fol- 
lowed a heart attack Monday, after his 
return from a Florida vacation. 

Mr. Fischer was born in New York 
city on July 7, 1849. In 1869 the late 
William F. Fischer, brother of the de- 
ceased, and Mr. Fischer founded the 
jewelry firm of W. F. Fischer & Bro. 
The deceased had been president of the 
incorporated company for 22 years, and 
was active in business until shortly be- 
fore his death. He was prominent in the 
financial, industrial and social life of the 
city. 
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Ce Frm with Special Knowledge 
and Experience in Jewelry 
Ciccounting 


ZEISS & NORMAN 


Accountants and Auditors 
5 East 44th St., New York 


Vanderbilt 5890 









































WEDDING RINGS — — 


germ THE CHANGEABLE RING 

(LS A beautiful combination of the single 

is a4 row diamond guard cing with the a 
CAoaltL/ and more colorful calibre bands. 


‘a Vey ey simple, revolving comuiulties tangy 
ony i ee for numerous occasions. Pat. 
b| 
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Say aS 4 
uverlays Baguette-Like 
Old gold wedding rings, cov- 

ered with the Klass & Om- 
a platinum or 18 K. 
white gold shells — guaran- 


The only ring that mounts 
any size and number of 
round diamonds SQUARE. 
It meets the present demand 
teed to be the original ring for ———. wedding rings 


ceceived with inside engrav- at the of a sw 
ing and stamping unde- wedding jo f Pat. U. 8. 


i" KLASS & CO. 


Platinum Mountings, Wedding Rings and Special Orders. 
























































mage & Sim, EPA. James V. Herman 49 MAIDEN LANE ee Ter foiin S802 NEW YORK 
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16x12 Onyx—No. 1200-H < 
PRICE—<fec tuts ae ae aie eee $11.00 “a RINGS BUTTONS 
With diamond ............-- 16.00 - 
We are the originators of this ring = 
‘Modernistie Onyx Initial Rings = CHARMS PINS 
24 Hour Service 
The above ring can be had in 14K Green, Yellow or White Gold. ” 
It is set in black onyx upon which the initials are securely set. ”" 
Watch next month’s issue for a few more of our leading designs. we MANUFACTURED BY 
U 
RABINOWITZ & KATCHER z 
Manufacturing Jewelers _ SINNOCK & SHERRILL 
Ee Sa Say ae City ma 15 Maiden Lane, New York 
% WM. V. THE WASHBURN 
CHMIDT ©.- MAGIC NUT 
T Special Order Work. for Geert Pine for Ear — ——— 
Cutting —Incrusting. =a Platinum—18k White 
Mail Your Jobs Open BA son rath al 
Importers of Precious and Imitation =e PEARL DRILLING, _ one woe 
Stones and Adjusting a Specialty 
wae Repairing and Special Order Work 
afety Catch — s 
22 W. 48th St. fer Brooehes, Send for Descriptive Circular 
° write, fk. 6C. IRVING WASHBURN 
New York Cit 14 Kt. Large S40 
y siz. °"*'' 108 FULTON ST., NEW YORK 











A NEW HOTEL IN THE 
HEART OF NEW YORK’S 
JEWELRY CENTER 


HOTEL PLYMOUTH 


49th St.—just East of Broadway, New York 


Every Room with Private Bath, Shower, Circulating 
Ice Water AND RADIO 


Single from $7 .50 Double from $3.50 
H. G. YURDIN, Managing Director FREE GARAGE 

















WE PAY CASH FOR YOUR 
ENTIRE STOCK and FIXTURES 


HO) 0) Foon C10) = 1010) \\ mr. an O10) 


27 SCHOOL STREET 
BOSTON, MASS. 


WRITE OR WIRE AND WE WILL SEND A 
REPRESENTATIVE AT ONCE 















J. Arnold, wholesale jeweler, is now 
located in Room 406, 40 John St. 

A. Schliff & Son have announced the 
removal of their offices to 2 W. 46th St. 

Henry Kavan, lapidary, has announced 
the removal of his establishment to 74 
W. 46th St. 

R. Levitan, Inc., manufacturing jewel- 
er, formerly at 36 W. 47th St., is now at 
7 W. 45th St. 

Harry Block & Bro., diamond import- 
ers, are now located in larger quarters 
at 22 W. 48th St. 

Madier & Milenko, manufacturing 
jewelers, formerly at 106 Fulton St., have 
removed to 64 Fulton St. 

William E. Artz has announced that 
he is now located in business in his own 
retail store at 367 W. 47th St. 

E. Ockene has announced that he is 
now located at 75 Chambers St., trading 
as the Chambers Jewelry Co. 

Jacob Stupack, manufacturer and 
wholesale jeweler, will be located at 40 
Forsyth St. on and after May 1. 

Borakove Bros., Inc., manufacturers of 
gold and platinum jewelry, have removed 
from 155 Canal St. to 83 Canal St. 

The Interstate Watch Co., formerly at 
71 Nassau St., is now located in new 
quarters in Room 202, 80 Nassau St. 

Joseph V. Mayer, diamond importer, 
is now located in new quarters in Room 
802, 68 Nassau St. 

R. & L. M. Nadler, wholesale jewelers, 
formerly at 37 Maiden Lane, have re- 
moved to new quarters at 64 W. 48th St. 

Chester R. Walker, formerly of Wrone 
& Wrone, retail jewelers, is now in busi- 
ness on his own account, with offices in 
Suite 601, 512 Fifth Ave. 

The Alwin Watch Co., importer, has 
announced that it is now established in 
new quarters on the 17th floor of the 
Tribune building, 154 Nassau St. 

Kraysler & Novick, of 36 W. 47th St., 
diamond setters for many years, have 
dissolved their partnership and_liqui- 
dated their business as of March 31. 

The Joseph Mazer Co., Inc., diamond 
importer, formerly at 10 W. 47th St., is 
now established in new quarters, with 
offices in Room 603, 22 W. 48th St. 

The factory and offices of Adolph 
Kroener, Inc., manufacturing jewelry 
concern, are now located at 74 W. 46th 
St. 

S. Morris, the oldest retail jewelry es- 
tablishment in South Brooklyn, has 
moved from 574 Fifth Ave. to 580 Fifth 
Ave. 

Announcment has been made that 
David J. Kroll has severed his connec- 
tions with the firm of Max S. Greenwald, 
Inc., 48 West 48th Street. 

David Mayer, of Antwerp, Belgium, 
was recently in New York on a brief 
visit. Mr. Mayer was formerly a dia- 
mond importer, with offices at 14 Maiden 
Lane. 

_ J. Hershoff, formerly of Goldsmith 
Stern & Co., and Sidney Shantzer, are 
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now in the manufacturing business as 
Hershoff & Shantzer, with offices at 90 
Nassau St. 

The partnership of Drucker & Lilien- 
thal, manufacturing jewelers, has been 
dissolved, according to a recent announce- 
ment. Harry Lilienthal is now in busi- 
ness at 20 Eldridge St. 

Announcement has been made that N. 
Brewster Morse has severed his connec- 
tions with Braunstein, Schoncite & Morse, 
Inc., that concern now being known as 
Braunstein-Schoncite, Inc. 


(4 


4 
— 


ASK ME ANOTHER 


—Would people have to 
spend a lot more money 
to bring prosperity back 
again? 

—No, not as individuals. 


—How much extra spending 
would be necessary? 


—If each wage earner would 
spend 15 cents more per 
day, it would mean an an- 
nual increase in our buying 
power of $2,184,000,000, 
and that additional sum 
put into circulation would 
make business hum. 


Everit B. Terhune, 
President. 














= Jf" 


J. H. Von Holt, formerly president of 
the Holt Clock Co., Inc., which was at 
10 Maiden Lane for nearly 14 years, has 
opened sales offices at No. 1, the same 
thoroughfare, where he is showing a line 
of mantel, wall, electric and hall clocks. 

Marcus Feldman announces the re- 
moval into temporary offices from Room 
206 to Room 1811 in the Paramount 
building, 1501 Broadway. Mr. Feldman 
will announce his permanent location 
very shortly. 

According to the preliminary statistical 
report of the New York State Industrial 
Commissioner, employment in the jewelry 
and silverware trades increased 5 3/10 
per cent in the State and 4 per cent in 
New York City from Feb. 1 to March 1. 

The Basbern Watch Repair Co., 56-58 
W. 45th St., is now equipped to take care 
of all watch repairs of watches sold by 
the Hipp Didisheim Co., Inc., 20 W. 36th 
St. All repair work of the Hipp Didis- 
heim concern has been turned over to the 
Pasbern company, according to a recent 
announcement. 

The Knight Mfg. Co., Inc., ring man- 
ufacturer for more than 20 years, has an- 
nounced the removal of its factory and 
offices to 74 W. 46th St. This concern 
was formerly known as Stein & Windt, 
Inc. Albert Uhl is now associated with 
this organization as special designer. 

M. Werner, Inc., a new wholesale 
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jewelry concern, has been established with 
quarters in Room 1808, 580 Fifth Ave: 
The firm is under the management of M. 
Werner, formerly treasurer of M. Brayer, 
Inc., 551 Fifth Ave., and Herman Lon- 
don, formerly with E. M. Gattle, Fifth 
Ave., jeweler, is associated with the new 
concern. 

According to a recent report, H. A. 
Osgood & Son, Inc., New York, has been 
reorganized and granted a charter of in- 
corporation with capital of 100 shares 
no par value. The directors of the new 
concern are Daniel A. Brophy, Elgin, 
Ill.; H. R. Williams, 15 Maiden Lane, 
and C. C. Smith, Lancaster, Pa. David 
W. Kahn, 120 Broadway, New York, is 
the attorney for the corporation. 

Richard G. Kinscherf and Edward A. 
Schwietzer have announced the estab- 
lishment of the firm of Richard G. Kin- 
scherf, Inc., with offices and factory on 
the fourth floor of 80 Nassau St. Mr. 
Kinscherf, president of the new concern, 
was affliated with the William Kinscherf 
Co. for 18 years, and recently was its 
president and treasurer, while Mr. 
Schwietzer, secretary and treasurer, was 
at one time foreman for the Kinscherf 
concern. 

The old house of A. C. Benedict, & 
Co., retail jewelry concern, for 113 years 
located at 28 Bowery, closed its doors 
April 15, according to William P. 
Ferguson, owner of the business, Mr. 
Ferguson started with the firm 45 years 
ago as a boy, finally inheriting the busi- 
ness from his uncle, surviving partner 
of A. C. Benedict. Louis Froelich, 
watchmaker employed by the house for 
44 years, will continue serving the 
clientele of the store with offices at 87 
Nassau St. 

At the meeting of the Metropolitan Re- 
tail Jewelers Association, March 25, at 
the Oddfellows Hall, 106th St. and Park 
Ave., various matters pertaining to the 
betterment of trade conditions were dis- 
cussed. President Herman Shapiro pre- 
sided. An energetic campaign to increase 
the membership of the organization was 
planned and a committee of three, in- 
cluding Sol Reichgott, Sol. Berkower and 
Joseph Brupten were appointed by Mr. 
Shapiro to call on jewelers in the Met- 
ropolitan district in the furtherance of 
this effort. 

The Heller Hope Co., Inc., a new con- 
cern organized as of April 1, with offices 
in 15 W. 47th St., New York, has taken 
over the real pearl, semi-precious and 
synthetic stone division of L. Heller & 
Son, Inc., of the same address, and will 
continue these lines independently as the 
sole maker and distributor of Heller- 
Hope products. The officers of the new 
firm are as follows: President, Philip 
Fried; vice-president and _ secretary, 
George J. Klinick; treasurer and chair- 
man of the board, M. Heller. All of 
these men have been associated with L. 
Heller & Son, Inc., for over 20 years. 
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LOTUS BEADS Ionlers 


The only bead that is different. 15 shades 
to harmonize with any gown. Light as a 
feather. Smooth, round, graduated, satin fin- 
ish, exquisite lustre. Will not fade, peel or 
wash off. Choker length, $3.25 each; 24- 


inch, $5.25 each. Catalogue discount. 


All Other Kinds of Beads: Genuine and Imitation 


HENRY KLAAS CO. 
38 E. Washington St., Chicago 














SELLING OUT 
FINE MOSS AGATE 


Sold at retail, cut and mounted in rings, brooches, scarf 
pins, etc., 1OK Montana Agate. Send for CATALOGUE 
with 20% DISCOUNT. 


JEWELRY and LOOSE GEMS, many sorts, at same 
DISCOUNT. $6,000 worth of smallest to largest. 


GENUINE ELK TEETH at wholesale to Jewelers, at 
10% DISCOUNT on the wholesale price. Sent on selec- 


tion. 
L. W. STILWELL 
DEADWOOD, SOUTH DAKOTA 











MCRAE AND SHAW 


70 OF Om @ EO). 8 0 38 a.) 


7% O10 eS 2 i OS ©. S Ou 0) t.1 OF 02 0. is wav, SO 


Write For Our Profit Sharing Booklet 


| 168 N. MICHIGAN BLVD., Room 600 CHICAGO 








Pat. Feb. cu, 

Pat. May 25, 1930 
Method Patented 
May 7, 1929 


The 


Protection Ring Guard 


Holds ring secure and comfort- 
able on finger. Made in all col- 
ors. 14K gold. I doz. assorted 
on a card. 


The Lion Safety Pin Clutch Co. pat. Feb. 30, 1017 
20 West 22nd St., New York Pat., May 25, , 1920 
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Samples an 
Gladly 


FOR JUNE WEDDING SILVER 


‘Silk-Bound”’ Bags and Rolls 
Non-tarnishing Flannels 
d Prices "ureka_Mfg. Co., Inc. 


144 W. Britannia St. 
Sent Taunton, Mass. 














TORTOISE SHELL, IVORY AND 
PEARL REPAIRS AND _ SPECIAL 
ORDERS IN REAL AND IMITATION 


Combs and brushes for Refills in mountings. 
New mirrors and steel fittings in Toilet Sets. 
Fans Repaired. 

Write for Estimates 


HARRY E. DAVIS, 807 Sansom St., Philadelphia - 











\P.éG-REBUILT WATCHES 








other 


watch 
upon 


A complete line of Rebuilt ELGIN, 





WALIMAM and 
American standard make watches in new cases. 


Hamilton—Illinois—Howard—Elgin 21-J. BR. B. 


es in original cases, at very low prices. Price list 
request. 
PLONSKY & GREENBERG 


76 Rowery Tel Drv Dock 7542 New Vork City 











O = 


a st of 
Patented U. 8. A. 


Only ring that will 


round stones to appear square. 


ne and White Ezy Shells 






SAMUEL STERN 


3 E ar 
a / Be @) 
71 Nassau St., New York 


On 
v 
’Phone Cortland 4346 ad 


mount Manufactures Fine Platinum “Changeable Hing 
Jewelry—Special Order Work Patented U. 8. A 








Of 


SWISS 
116 Nassau 


HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just send balance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 


HAIRSPRING SERVICE, Inc. 
Street New York City 















si 7 WATCHES—CLOCKS 
WINS APPROVAL 


muss—no injury 
FC L 3 ya N 5] Dries instantly—no residual odor 


USE FOR ALL RINSES 


NON INFLAMMABLE—goes farther—costs less. 

RISK NOTHING—You’re the Judge—That’s IT. 

TRIAL $1. 00 Postpaid—money back “right now’’ if IT 
doesn’t ‘‘click.’ 

FREE ~ Household size with above—women too vouch 


for 
Exceptional distillation B. F. CRAWFORD CO., INC, 
qualities — easily recover- 10 N. First St., 
able—use over and over Terre Haute, Ind. 


Reference any bank, our city 








Boyajian’s Sons Co., Inc. 
64 West 48th Street New York 


A complete line of SEED PEARL 
and HAND MADE FILIGREE 
JEWELRY. GOLD AND SIL- 
VER SETS in all semi-precious 
stones. Memorandum selection 
sent on request. 














GRIMM and JUDAE CO. 


MANUFACTURING JEWELERS and 


Special Order Work Promptly Executed 
Immediate Attention Given All Repairs 


31 No. State Street CHICAGO 


PLATINUMSMITHS 






































Harold Hancock, of Morris Mann & 
Reilly, recently returned from California, 
where he spent several weeks combining 
business with pleasure. 

Fred Whitney, of the Hadley Co., is 
reported well on the road to recovery 
after a serious attack of pneumonia. He 
is now recuperating at the West Subur- 
ban Hospital. 

A. Quint & Co. are now in their new 
spacious quarters in the Kesner building. 
They occupy the entire third floor. This 
concern for many years was located at 
5 S. Wabash Ave. 

The Tenth Annual Chicago Gift Show 
will be held at the Merchandise Mart 
the week of Aug. 3 to 8. As was the 
case in February the exhibits will be 
housed on the second and fifteenth floors. 





The Chicago office of THE JEWEL- 
ERS’ CIRCULAR will be at 367 West 
Adams St. after May 1, 1931 





Maurice Lipkin celebrated the opening 
of his new store, on the second floor of 
the Pittsfield building, on April 1. Mr. 
Lipkin for many years was located at 
63rd and Cottage Grove Ave. Mr. Lip- 
kin recently returned from Europe, where 
he visited the markets. 


Congratulations are being extended to 
William D. McGrath, Jr., on his recent 
marriage to Helen Sinclair of Chicago. 
Mr. McGrath is of the firm of McGrath 
& Piermatte, 29 E. Madison St. The 
couple are making their home at Flm- 
hurst. 

Loftis Bros. & Co. recently moved 
their general offices from the clock build- 
ing to 30 N. State St., where they oc- 
cupy the second and third floors. This 
concern has a retail store on the ground 
floor of this location. Their store at 108 
N. State St. will also be moved to 30 N. 
State St. 


Harold E. Hayward, jeweler, of Oak 
Park, has leased a store at i111 N. Ma- 
rion St. Workmen are busy making 
necessary changes, and Mr. Hayward ex- 
pects to be able to move and be settled 
by May 1. For the past few years the 
concern has been located at 139 Marion 
St., just a few doors north of the new 
location. 

Funeral services were held on April 1 
at Tampa, Fla., for Charles A. Allen, 
who passed away on March 29, in his 
90th year. Before the fire of 1871 Mr. 
Allen founded the Charles A. Allen Plat- 
ing Co., which is still in operation. He 
was the last surviving member of Na- 
perville Post, G. A. R., and the oldest 
member of Hinsdale Lodge, A. F. & A. 
M. Surviving are his widow, three sons 
and two daughters. 

Julius Schnering, passed away on 
March 27 at his home, 930 Michigan 
Ave., Evanston. Until his retirement, 
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Mr. Schnering was vice-president and 
manager of Otto Young & Co., and in 
1905 was vice-president of the Chicago 
Jewelers’ Association. For the past few 
years he was honorary member of the C. 
J. A. He is survived by his widow, Helen 
Schnering; one daughter, Mrs. Stanton 
H. Speer; one son, Otto, and one sister, 
Julia Curtiss. Funeral services were held 
from his home and interment was pri- 
vate. 


_ 


; Good News From 


Texas 


1. J. C. Holland of the Hol- 
land Jewelry Co., San Ange- 
lo, Tex., writes: 

“We see no reason why 
West Texas cannot be back 
in normal condition within 
the next few months be- 
cause we have had 27 con- 
| secutive week-ends of mois- | 
| ture, a thing unknown to 
| West Texas. And when our 
ranchmen have moisture 
| which causes the weeds to 
grow, and such a mild win- 
| ter as we have had, that 
| means that the cattle and 
sheep do not have to be fed 
throughout the winter. 
Even with the low price of 
wool and mohair, we should 
go forward by leaps and 
bounds. Surely this should 
be a year whereby we may 
profit from a lesson which 
was taught us in 1930.” y) 

















Retail jewelry merchants and buyers 
from seventeen States, covering the ter- 
ritory from Pittsburgh to the Rocky 
Mountains, have been invited to the first 
cooperative sale in the Chicago Mer- 
chandise Mart, the world’s biggest build- 
ing, since its opening a year ago, accord- 
ing to an announcement made by W. C. 
Owen, president of the Merchandise 
Mart Chamber of Commerce. It is 
the initial Spring Opening in this great 
central market. A_ total of 140,000 
retail merchants in about 1600 different 
lines of merchandise were asked to 
come April 13 and 14 to Chicago for this 
unprecedented display of 2000 manufac- 
turers and wholesalers in the world’s 
biggest building. The number of buyers 
may reach more than 200,000, as in the 
case of department stores the buyers in 
all the various departments will be in- 
vited. A feature of the market that is 


bound to attract the retailers is the an- 
nouncement by the Mart manufacturers 
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and wholesalers that they would present 
a “special” at this market that would be 
well worth the trip to Chicago. It was 
estimated that there would be_ 10,000 
tables of these “specials” of May and 
June merchandise. On the evening of the 
opening day, April 13, the visitors were 
guests at a banquet held in the world’s 
biggest restaurant in the Mart. 


Fighting Garnishment Bill 


CANTON, On1o, April 2.—Ohio retail 
jewelers through their State Association, 
are fighting a proposed state garnish- 
ment bill now in the hands of a legisla- 
tive committee. 

A. C. Hutchison, secretary of the asso- 
ciation, requests all jewelers to write 
their representatives from their districts. 


Reuben S. Field 


Ottumwa, Iowa, April 8.—Reuben S. 
Field, aged 77 years, for nearly half a 
century engaged in the jewelry business 
here, died April 1 in his home, after a 
two weeks’ illness. 


A native of Massachusetts he had re- 
sided here nearly 65 years. His wife 
preceded him in death four years. A 
daught@¥, a brother and two grand- 
daughters survive. 


Jeweler Suffers Fire Loss 


RUSHVILLE, ILL.—The Charles H. In- 
galls jewelry store and greater portion 
of its stock were damaged in a $20,000 
fire which swept the store the night of 
March 27. 


Mr. Ingalls had a complete stock of 
jewelry and little of it escaped the 
flames. A charger for a radio battery is 
believed to have caused the fire. The 
loss is covered by insurance. 


lowa Jewelers Convention 


Sioux City, Iowa, April 9.—The an- 
nual convention of the Iowa Retail 
Jewelers will be held in Des Moines May 
4 and 5 in the Hotel Kirkwood. 


The following men will appear on the 
program: Gov. Dan Turner, Governor 
State of Iowa; T. L. Combs, vice-presi- 
dent, A. N. R. J. A., Omaha, Neb.; R. 
W. Bolles, Wm. A. Rogers Co., Niagara 
Falls, N. Y.; H. L. Tuers, sales direc- 
tor, Gruen Watch Co., Cincinnati, Ohio. 


A diamond cutting exhibit will be held 
showing the actual diamond cutting proc- 
ess during these meetings. The annual 
banquet will be held Monday evening in 
the Hotel Kirkwood ballroom. 
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V.T.F. MI-EMPS 


A STANDARD ALL PURPOSE CRYSTAL 
ALLOWING AMPLE HAND ROOM. 





THE MOST PRACTICAL WATCH GLASS 
EVER MADE and the GREATEST VALUE. 





.... You CAN f OBTAIN THIS 
HANDSOME MAHOGANY 
CABINET 4 CONTAINING 
34% GROSS OF eS] THE MOST 
STAPLE SIZES SS) FOR WRIST 
AND POCKET SS Sss) WATCHES. 





THIS CABINET WILL PAY FOR ITSELF 
IN A VERY SHORT TIME. 


HAMMEL, RIGLANDER-PENNANT CORPORATION 
; Exclusive Wholesale Distributors 
NEW YORK, U.S. A. 




















Written Expressly 
For 
The Jewelers’ Circular 
By 
LESTER B. PRATT 











HOROLOGICAL QUESTIONNAIRE 








Hew shall we proceed 


to determine the correct number of teeth for a missing 
fourth wheel? 


Answer. ‘This is really the simplest of all of the 
missing wheel and pinion problems. Our first requisite 
is to determine if the movement at hand is one of 14,400, 
16,200, or 18,000, train. However, it is well for the 
student to be able to readily determine this point. To 
find the correct number of teeth for the fourth wheel, 
we shall multiply the number of teeth in the escape wheel 
by 10 for the 18,000 train; by 9 for the 16,200 train, 
and by 8 for the 14,400 train. This may be set down 
as follows: 

Escape pinion 

10 for 18,000 train 
8 X 9 for 16,200 train 
8 for 14,400 train 


We may readily determine what train to compute 
for by counting the vibrations, which may easily be done 
by moving the balance back and forth just enough to 
allow the escape teeth to pass the pallet stones. Each 
time that an escape wheel tooth passes a pallet stone is 
counted as a vibration. "The 18,000 train makes 18,000 
vibrations per hour, or 300 per minute, while the 16,200 
train makes 16,200 vibrations per hour, or 270 per 
minute. It is unnecessary to count the full minute; sim- 
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ply count 10 seconds. For instance, if we count 50 vi- 
brations in 10 seconds and multiply by 6, we obtain 300 
vibrations for the full minute, and know it is an 18,000 
train. Of course, if the dial figures were not divided 
accurately, we could count the full minute which would 
eliminate errors which may be due to inaccurate spacing. 


Hew do we find 


the number of teeth and leaves in an escape wheel and 
pinion ? 


Answer. We know that the escape wheel in a lever 
movement contains 15 teeth, so we do not need to com- 
pute this. If the movement is an 18,000 train, then 
we may divide the number of teeth in the fourth wheel 
by 10, which will give us the number of leaves for the 
escape pinion in an 18,000 train. If we find that we 
cannot divide the fourth wheel by 10 and obtain a full 
number in the quotient, then we may divide by 9, and 
if it is a full number, the quotient will represent the 
number of leaves for the escape wheel pinion, in a 16,200 
train. 





Oscar Gruber, St. Paul, Minn., recently received a 
patent on a shock-proof watchcase that will protect the 
movement from vibrations due to shock or bump. 





| | | FRANCO AMERICAN 
PRECIOUS METALS CORPORATION 


REFINERS DEALERS 
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PLATINUM ALLOYS 
FOR THE TRADE 




















LEES & SANDERS. 





Sell to the Actual Smelters 
and Get Higher Prices 


SWEEP SMELTERS. 
BIRMINGHAMVMVI,ENG. 














The New Relation in Our Industry 
(From page 75) 


industry as a whole until each of our unit organizations is 
functioning properly. 

The New Relation, therefore, is intelligent cooperative 
endeavor brought about by the forces of Necessity and 
Expediency and the natural offspring of this New Rela- 
tion should be greater prosperity for our industry. A 
necessary prerequisite to all that I have said is regaining 
of confidence: 

Confidence in the possibility of this nation, fortified by 
the strongest financial structure in the history of man and 
endowed with an abundance of brilliant men, can not 
only emerge from this period of depression, but can rise 
to new heights of prosperity. 


Confidence in the future of the jewelry industry which 
is what you make it. 


Confidence in yourselves, and your own ability to meet 
changing conditions and the stern competition from other 
industries. 


Confidence in the leaders of our industrial organiza- 
tions. 


The regaining of confidence on the part of the retail 
merchants of this country to the extent of inducing them 
to bring their inventories back to normal would end this 
depression in ten days time. In other words to para- 
phrase from another field. 

Have something to sell and know how to sell it. 


H. L. Carpenter, Providence, R. |., Wholesaler 


Here are a few things that Mr. Carpenter hopes will 
not be done when the New Relation is properly estab- 
lished. 


Based on the assumption that the wholesaler belongs. 
Manufacturers will not: 


1. Sell any goods at retail, for self-evident reasons. 

2. Sell any goods to any retailer because if he sells to 
any retailer he wrongs the jobber. If he sells to a few 
selected retailers, he wrongs all other retailers. Size does 
not alter this rule. 

3. Sell any goods to department stores, buying syndi- 
cates, chain stores or so-called sub+jobbers. The first three 
because they are neither more nor less than retailers. The 
last because he does not really exist. His real name is not 

sub-jobber but subterfuge. The result is 100 per cent un- 
just to the wholesaler and deprives him of his natural 
field of action. It is also unjust to all other retailers be- 
cause it subjects them to unfair competition. 

4. Sell any goods to the masquerading retailers who 
pose as catalog wholesalers. 

5. Make any preferential rates, 
based on the amount of business. 

6. Allow his line to be carried as a side line by another 
manufacturer selling direct to the retailer. 


discounts or rebates 


Wholesalers will not: 


1. Sell any goods at retail. 

2. Establish or maintain any system of selling which 
pretends to safeguard the retailers’ interest but really sub- 
jects him to unfair competition. 

3. Establish any chains of stores, until they are ready 
to stand as retailers and surrender their wholesale status. 

4. Make unfair discounts on an unrestricted line in order 
to appear to be following the right road on another line. 

5. Allow the deduction of unearned discounts. Discounts 
will be plainly stated and understood and terms honestly 
maintained. 

6. Allow the abuse of memorandum or return privileges. 
Memorandum goods will be for temporary accommodation 
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IT Keeps Dangerous 
Polishing Dust 
Out of Your Lungs! 








———__f&__ I> 








LEIMAN BROS. 


POLISHING 
DUST COLLECTOR 


Jewelers, Dentists, Metal-Workers and Artisans 
need no longer jeopardize their health by inhaling 
dangerous polishing dust. 

A clean shop is not only possible but is an actual 
fact in thousands of Leiman Bros. equipped shops 
all over the country. 

In these shops the dirt and dust which formerly 
flew into the face of the operator are now drawn 
away by the powerful suction of the Leiman Bros. 
Polishing Dust Collector. 

Valuable metal dust is also saved by this popular 
dust collector and may easily reclaimed. Often 
this item alone pays for a Leiman Bros. Polishing 
Dust Collector. 

These machines are strongly constructed and capa- 
ble of a lifetime of service. They combine both the 
wet and dry system of dust collecting. 

They operate noiselessly and are especially adapted 
for office buildings, stores, offices, homes—or wher- 
ever a noisy machine would not be tolerated. 

Write today for complete information and price. 


LEIMAN BROS. Inc. 
151 Christie St., Newark, N. J. 


New York Corporation: 23 Walker Street 
MAKERS ..OF ..COOD..MACHINERY ..FOR..40 YEARS 
Foreign Export Inquiries Solicited 
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ACCURATELY ~ 
= REFINED 
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Prompt PAYMENT has always been a fea- 
ture of our refining service to JEWELERS, 
and the steady increase in the number 
sending their scrap to us regularly is evi- 
dence of satisfactory returns. Why not 
send in your old jewelry, filings, etc., 
today? 


SPYCO 


SMELTING & REFINING CO. 
55 So. Third St., Minneapolis, Minn. 
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OF 


Precious 


Metals 
Gold, Silver 


AND — 
Platinum 


T.B. 
HAGSTOZ 
and SON 


709 Sansom St. 
PHILADELPHIA, PA. 
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We Pay 100% 


for all your old gold, silver, plati- 
num or gold filled jewelry, less a 
small refining charge. 








We keep your shipment intact 
until our offered payment is ap- 
proved. 


Send us a lot of your filled watch 
eases, bracelets, lockets, spectacle 


frames, filings, polishings, sweep- 
ings, ete. 


Get the Cash 


We recover all the _ precious 
metal. 





NATIONAL PRECIOUS METALS CO. 


S. Neubarth, Pres. 


Smelters and Refiners 


28 John Street New York, N. Y. 





In REFINING 
“It’s the Amount of the 
CHECK THAT COUNTS!” 


When you mail or express your pre- 
cious metal scrap to Hoover the first 
time, the second and each time there- 
after, you will be pleased with the 
amount of the check that comes back. 













Isn’t that enough to say about our 
modern methods . . . and our old- 
fashioned policy? 


Try us! And while you're about 
it, try Hoover Gold Solders. 
They flow freely, are easy 
to work and make a per- 
fect and _ permanent 
joint. 






119 West Tupper St., BUFFALO, N. Y. 


GOLDEN RULE REFINERS AND MANUFACTURERS SINCE 1912 














only, otherwise they constitute an injustice to the retailers 
who conduct their business on their own stock and capital. 


Retailers will not: 


1. Make the mistake of thinking they require a certain 
fixed rate of profit, but the jobber does not. Being assured 
of his own rightful business and a fair profit the retailer 
will not seek to deprive the wholesaler of a living wage 
for the service he performs. 

They will not therefore 

2. Seek cut prices. A cut price cannot be monopolized 
by any one retailer. When it starts with him it will start 
also with his neighbor and both will soon suffer a loss in 
the amount of their profit. 

3. Will not accept cut prices. Does that sound foolish? 
The offerer of a cut price, except on close-out goods, is a 
pirate preying on the good shop “Fair Trade.” 

4. Will not buy from too many houses but will wisely 
confine his business to a limited number of creditors, there- 
by contributing to his own comfort and safety. 

pirte preying on the good ship “Fair Trade.” 

5. Will not fail to recognize the financial claims of those 
houses from whom he receives his main credit and service, 
nor deprive them of their rightful business by buying cer- 
tain salable and profitable lines, for personal or any other 
reasons, from dealers who cannot supply his general needs 
‘nor furnish the credit he requires. This is rank injustice 
to his regular wholesalers. 

6. Will not fail to answer the wholesalers’ letter with 
promptness, especially if it relates to financial subjects. 


I mentioned six items for each branch of the business. 
Not one of them is legally wrong, but not one is morally 
right. 


E. F. Lilley, President of the A.N.R.J.A. 


The retail business in general, and the retail jewelry 
business in particular is fighting with its back to the wall. 

A two-headed serpent is sucking at the very vitals of 
the retail business; one head of this monster represents 
the wholesale-retailer, the other the price-cutter. This 
menace is aimed at the smallest one-man store, and right 
up the line until it reaches the largest and finest stores. 


About ten per cent or less of the standard retail jewel- 
ers are willing to help remedy these evils. “These men 
are represented here. 


Today there are two channels of distribution; one is 
through the boot-legging wholesale in name, retail in 
practice, catalogue house; the other channel is through 
the legitimate retailer. The first will kill the other 
unless the manufacturer stops this insert practice. 


There are three ways to fight this monster that is 
creeping into our industry. 

President Lilley then read a letter from Cleveland, 
Ohio, which related how a trust company was influenced 
to close its purchasing department after a visit from a 
committee representing independent business men _ in 
various lines. ‘The trust company had been distributing 
$500,000 worth of merchandise a year to employees. 


The second and most important way to accomplish 
results is by the cooperation of the three branches of our 
industry, which I believe can be brought about by a 
council composed of perhaps three manufacturers, three 
wholesalers, and three retailers. Such a group would 
meet from time to time to consider these things from 
each other’s viewpoint. 


The third way, is to present this matter to the Federal 
Trade Commission with the evidence we have collected, 
and ask for relief from a menace that makes it possible 
for a comparatively few to ruin the whole structure of the 
retail trade, and which affects the many. 
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Johnson, 


Matthey & Co. 


INCORPORATED 


offer their new line of 


Trade 


WEDDING 
RINGS 


Mark 








BLANKS 


Plain, Channeled, Azured 
and Engraved 


in 


“Guaranteed” Platinum 
and Iridium Platinum 


Please ask to see our selection 


15 West 47th Street 
New York City 


Telephone BRyant 9-4645 
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> REPAIRING < 


MESH BAGS, LEATHER BAGS 
BEAD BAGS, FANCY BAGS 


HINGES, TASSELS, MIRRORS, FRAMES, LININGS, 
SNAPS, ETC, 


> PLATING < 


GOLD—SILVER—PLATINUM 
CHROMIUM 
Baby Shoes Metalized 
Operating one of the largest shops in the middle west. 
Specializing in repairing and plating of jewelry, silver- 
ware, bags and art.metalware enables us to guarantee 
the immediate and perfect execution of your work. A 
quarter century of successful experience aided by the 
latest complete mechanical equipment assures low cost, 


dependable service and your entire satisfaction with 
each job. 


>SILVERWARE <€ 


REPAIRED, POLISHED, PLATED, LACQUERED 


SWARTZ & CO. 


THE SILVERSMITHS BLDG. 


10 S. WABASH AVE., CHICAGO 
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4. Generations | 
of Honest Trading | 
Your Guarantee 



















































































Send in your Old Gold, Silver, 
Platinum, Filled Cases and 
Optical Frames. 


By Return Mail you will get 
our check. 


Highest market price guaran- 
teed whether your lot is small 
or large. 


If not entirely satisfied with 
our offer your shipment will be 
returned. 


N. L. Shteinshleifer | 


Refiner of Precious Metals 


78 Bowery, New York, N. Y. 





















































Gone Are the Days 


of the old time “bally- 
hoo” auctioneer. In 
his place has arisen a 
new kin d—cultured, 
refined, educated,—one 
who is a connoisseur 
of precious stones and 
jewelry—one who is 
able to convey to his 
audience, in an intel- 
ligent and _ forceful 
manner, that which he 
knows. Such a ser- 
vice insures your repu- 


tation and future busi- 
ness. 

















The Jewelers’ Auctioneer 


All Sales Personally Conducted, No Substitutes. 
Write or Wire in Strictest Confidence for Further 


Inf. ormation and Reference 


M. C. GOLDENBERG 


2710 VALENTINE AVE. NEW YORK, N. Y. 
TEL. KELLOG 5-1398 







ORDER from your JOBBER 


William F. Nye, Inc. 
New Bedford Mass. 











Established 1845 


10K Solder for 14K Gold 6K Solder for 10K Gold 


JAMES H. DEDERICK’S SONS, Inc. 


Gold and Silver Sheet and Wire 


Also Silver Solder 
NEW YORK 








44 GOLD STREET 














White @ 


Finish 


aterant 


Makes your white gold Jewelry look 
like platinum. Easy to buy—Easy 
to apply—Easy to pay for. 

Ask for free folder Y 





Jewelers Technical Advice Co. 
a) 22 Albany St. New York OTe 





























WORKSOP WCITIES ¢ QUERIES. 


Fiting for engraved letters. 
I recently came in contact with a loving cup which was 
engraved in block letters with a lining graver. It was 
filled in with some kind of black stuff in order to make 
the lettering stand out better. As I had to do some more 
engraving on the cup I was unable to get the same effect 
due to the fact that I did not know what preparation the 
former engraver used in getting the letters to appear 
black. 

I at first thought it was black wax crayon which is 
used quite extensively to fill in the lettering on fountain 
pens or ivory sets, when engraved, but it seems of a 
different nature. I looked at it very closely and it had 
a black, smooth appearance. Yet, it is very soft when 
touched with the point of a graver. I also noticed that 
the stuff does not come out easily when the cup is cleaned 
with silver polish, whereas, when I melt the wax crayon 
in the lettering, the silver polish quickly washes out the 
crayon and leaves the incisions bare. I will appreciate 
information from you on this subject. (Question No. 


4805).—W. C. M. 


Answer. Although your description of the above is 
excellent, you will appreciate the fact that we could give 
you more definite information if we were able to examine 
the cup personally. However, we feel quite sure that 
the filling in the letters was produced with iodine, as this 
makes an almost black coloring in the lecters, which will 
not wash out easily like the crayon does. The method 
of application is very simple; all you need to do after 
cutting your letters is to paint the letters carefully with 
iodine and let it dry a few moments. As the iodine stains 
all silver with which it comes in contact, you will have 
to remove the surplus around the edges either by buffing 
carefully for a bright finish or rubbing with powdered 
pumice for the Butler finish. In either case, a good, 
permanent job should be the result. 


a kinds of laps.— 
What are the specific jobs on which several kinds of 
lapsp—bell metal, steel, copper, ivory, tin and aluminum 


THE JEWELERS’ CIRCULAR 
for May, 1931 


are used? Also what are they charged with for these jobs 
and how? (Question No. 4806).—A. L. M. 


Answer. Detailed instructions on all of the above 
cannot .be given in a short article. Briefly; bell-metal 
laps are used for polishing pivots in watches and fine 
instruments. They are usually charged with crocus or 
rouge mixed with oil and applied with a spatula as 
needed. Steel laps are seldom used, but chilled cast 
iron is used for roughing down stones and also lenses for 
eye-glasses. They are charged with emery, or carborun- 
dum powders with water and applied as needed. Copper 
laps are used for fine, grinding and lapping of watch 
parts and similar fine work. ‘They are charged with 
various grades of diamond powders and the powders are 
rolled into the lap with a hardened steel roller; oil being 
mixed with the powder to hold it on the lap while 
charging. It is quite a trick to charge a lap with diamond 
powder. Ivory laps are sometimes used with fine dia- 
mond powders for fine, accurate polishing, but are not 
as good as a tortoise lap or boxwood lap. Tin laps are 
used for fine polishing of steel work; they are charged 
with oxide of tin (putty powder) and a slight amount of 
water. Aluminum laps have very little use, except for 
raying steel parts in watch work; they may be charged 
with fine emery powder and water. 


[ have a clock 
which, when it strikes, it keeps on striking. What is the 
matter with it? I do not work on clocks very much and 


I don’t know. (Question No. 4806A).—C. D. L. 


Answer. It seems that your trouble with the clock 
repairing is that you did not put the striking train to- 
gether properly. This is not a matter that could be 
treated within the limits of a short article. Would sug- 
gest that you obtain .a copy of a good clock book and 
study it thoroughly. “The American Clock” by Ward 
Goodrich is a first class book on all kinds of clock repair- 
ing and if you study this you should have no trouble 
whatever. 
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Special Notices. 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted”? $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 10th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all answers 
will be directed care The Jewelers’ 
Circular. 

In answering ads, do not enclose origi- 
nal letters of recommendations, send 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 


Situations Wanted.. 


Under this heading, 75c. for first 
25 words, 5c. for each additional 
word ; minimum charge, 75c. 





{[F YOU ARE IN NEED of a watcnmaker, 
jeweler or optician, write to Henry 
Paulson & Co., 37 So. Wabash Ave., 
Chicago, Ill. 


STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort 
7392, New York. 


SALESLADY, thoroughly experienced in 
jewelry business, also at watch and 
jewelry repair desk. Address “‘P., 5236,’ 
care Jewelers’ Circular. 


YOUNG MAN, South Carolinian, 











high 
school graduate, age 21, 3% years at 
bench under good watchmaker. Ad- 
dress “A., 5466,” care Jewelers’ Circular. 





SALESMAN, retail, Christian, 31 years 
of age, 14 years’ experience catering to 
the better class of trade. Address “E., 
5552,” care Jewelers’ Circular. 


JEWELER DESIRES POSITION in store 
for evenings and Saturdays; first class 
salesman. Address “M., 5704,” care 
Jewelers’ Circular. 


DIAMOND SETTER, finest craftsman- 
ship, desires position with reliable con- 
cern; best references. Address “E., 
5641,” care Jewelers’ Circular. 


YOUNG LADY, eight years’ experience, 
desires position as order, stock and re- 
air clerk. Address “F., 5627,” care 
ewelers’ Circular. 


ENGRAVER, first class carver, desires 
position on gold or platinum; full or 
part time work. Address “D., 5625,” 
care Jewelers’ Circular. 


YOUNG MAN, 21, with four years’ ex- 
perience in wholesale watch firm, de- 
sires to make connection. Address “H., 
5646,” care Jewelers’ Circular. 


ENGRAVER, SETTER and_ designer, 
German, good on models, wants posi- 
tion; moderate salary. Address Hein- 
rich Wolf, 108 East 121 St., New York. 























WATCHMAKER, thorough mechanic, 
neat, desires place in first class store. 
— “D., 5751,’’ care Jewelers’ Cir- 
cular. 


WATCHMAKER, 20 years’ experience 
with all grades of watches, wishes po- 
sition; salary or commission. Address 
“Watchmaker,” Box 41, Asheville, N. C. 








A-1 JEWELER, experienced on platinum 
and gold, also do watch repairing and 
some diamond setting. Vito Boffalo, 
1255 60th St., Brooklyn, N. Y. . 


BOOKKEEPER, correspondent, thor- 
oughly capable; unquestionable ability; 
willing worker; best references. Ad- 
dress “A., 5827,” care Jewelers’ Circular. 


YOUNG MAN, thoroughly experienced re- 
tail, pawnbroking; finest references. 
Anerens “R., 5786,” care Jewelers’ Cir- 
cular. 


BOOKKEEPER, TYPIST, experienced; 
references; capable taking charge of 
office. Miss T. Squire, 5301 Beverly 
Road, Brooklyn, N. Y. 


YOUNG MAN, 24, desires position with 
reputable manufacturing or retail jewel- 
ry concern; five years’ experience; 
best references. Address ‘“B., 5373,” 
care Jewelers’ Circular. 

















ENGRAVER AND WATCHMAKER, 20 
years’ experience, thoroughly capable in 
both lines of work; unquestionable ref- 
erences. Address “D., 5512,” care 
Jewelers’ Circular. 


OPTOMETRIST registered in State of 
North Carolina; can come at once; 
state salary; 17 years’ experience. 
— “P., 5708,” care Jewelers’ Cir- 
cular. 


A-1 JEWELER AND WATCHMAKE#R, 
17 years’ experience; best of re‘er- 
ences; state salary and all particulars. 
— “O., 5707,” care Jewelers’ Cir- 
cular, 











A job for every man 
and a man for every job. 





SALESMAN, 15 years’ experience, with 
car, wishes to connect with diamond or 
jewelry house; side line considered ; 
best references. Address “K., 5694,” 
care Jewelers’ Circular. 


COLLECTOR, experienced investigator, 
A-1 reference, with auto, wishes per- 
manent or part time position; salary or 
commission. Address ‘“J., 5688,’ care 
Jewelers’ Circular. 


WATCHMAKER, good on railroad watches 
and all makes and sizes, Swiss and 
American watches; also all kinds of 
clock repairing. Address “K., 5698,” 
care Jewelers’ Circular. 


SALESMAN, 27, 
with jewelers in the medium and small 
towns of the South and Southwest; 
prefer watch line; best references. Ad- 
dress “F., 5684,” care Jewelers’ Circular, 














TAKE CARE OF DIFFICULT JOBS and 
such as have been passed around in the 
shop or sent to factory without re- 
sults; any place. Address “E., 5721,” 
care Jewelers’ Circular. 


ACCOUNTANT, OFFICE MANAGER, 28, 
seven years’ experience, credits, collec- 
tions; New York or vicinity; available 
immediately. Address “C., 5653,” care 
Jewelers’ Circular. 


ENGRAVER-CHASER and designer, 15 
years’ experience; wedding rings a 
specialty; fast and honest; married. 
= “L., 5673,’”’ care Jewelers’ Cir- 
cular. 


YOUNG LADY, thoroughly experienced in 
jewelry and watch line, desires to con- 
nect with reliable concern; best of ref- 
erences. Address “M., 5663,” care 
Jewelers’ Circular. 


DESIGNER AND MODEL MAKER on 
costume jewelry and silver novelties, 
thoroughly experienced, desires connec- 
tion with established concern. Address 
“H., 5674,” care Jewelers’ Circular. 














established following’ 





YOUNG LADY, 22 years of age, desires 
position as watchmaker and jeweler; 
experienced sales-girl and typist; go 
anywhere at once. Address ‘‘Watch- 
maker,” 304 N. Madison, Peoria, III. 





WATCHMAKER desires position at 
once; young man, five years’ expe- 
rience; best of reference; will go any- 
where. Address “E., 5754,’’ care Jewel- 
ers’ Circular. 





JEWELER, long experience on any kind 
of new and repair work; diamond set- 
ting and refining; willing to go out of 
town. Address ‘‘G., 5758,’’ care Jewel- 
ers’ Circular. 


A-1 WATCHMAKER, jeweler and en- 
graver, 17 years’ experience at the 
bench, good reference, desires steady 
position; any State. Address “B., 
5749,” care Jewelers’ Circular. 








A-1 WATCHMAKER, 15 years’ expe- 
rience on high grade watches, desires 
permanent position; can furnish best 
references. A. Kleinberg, care Mohr, 
77 Keap St., Brooklyn, N. Y. 


WATCHMAKER, 28, accurate and thor- 
oughly competent, desires steady posi- 
tion with reliable firm; New York and 
vicinity. Ap. 9-A, 143 Gregory Ave., 
Passaic, N. J 








YOUNG MAN, capable, eight years’ ex- 
perience in the jewelry business, desires 
position with wholesale or manufactur- 
ing jeweler. Address “Y., 5793,’ care 
Jewelers’ Circular. 





WATCHMAKER, ENGRAVER, jeweler, 
and clock work; 25 years’ experience; 
own tools; reference; Middle West pre- 
ferred. Robert H. Schulze, 444 4th 
Ave., No. Clinton, Iowa. 





WATCHMAKER, 14 years’ experience on 
all makes; own tools; recently arrived 
from Europe; seeks opportunity to prove 
his ability. Rudolf Feig, 232 E. 3rd St., 
New York. 


FIRST CLASS WATCHMAKER and 
plain engraver, desires to connect with 
some reliable firm in North Carolina at 
once; best references. C. B. Marshall, 
5134 Belair Road, Baltimore. 








WATCHMAKER, engraver, jeweler, set- 
ter and salesman, 25 years’ experience; 
sober, reliable; salary $50: samples; 
references. R. H. Wilson, 748 Holmes 
Ave., Memphis, Tenn. 


SALESMAN, ring or jewelry line, 18 
years on Southern and Middle West 
territory; have good will and following. 
Address “O., 5816,’ care Jewelers’ Cir- 
cular. 








SALESMAN, 23 years old, with six years’ 
retail experience, wishes position with 
reliable credit concern; very ambitious; 
best references. Address ‘“H., 5808,’ 
care Jewelers’ Circular. 


SALESMAN WITH CAR, experienced 
among retail jewelers in Metropolitan 
area, willing to listen to any proposi- 
tion. Address ‘“T., 5821,’’ care Jewelers’ 
Circular. 








ALL AROUND MAN, watchmaker, jewel- 
er and setter, can do everythng pertain- 
ing to jewelry line, also wait on trade; 
best references. Address ‘‘C., 5831,”’ 
care Jewelers’ Circular. 


DESIGNER AND JEWELER, young man, 
14 years’ experience, platinum and gold, 
desires steady position with reliable 
concern; best references. Address 
“V,, 5824," care Jewelers’ Circular. 








WATCHMAKER, capable of taking full 
charge of department; permanent or 
summer position; best references. Ad- 
pes a “X., 5791," care Jewelers’ Cir- 
cular. 


FIRST CLASS WATCHMAKER, A-1 
mechanic, close timing, 20 years’ ex- 
perience, desires position, New York or 
vicinity. Address ‘“A., 5796," care 
Jewelers’ Circular. 








YOUNG MAN, 23, desires position in re- 
tail jewelry store in New York City; 
five years’ experience; best references. 
ae “T., 5788,’’ care Jewelers’ Cir- 
cular. 





